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ABSTRACT 
Materialism has long been a subject of interest to researchers. More negative than positive 
consequences have been reported from studies on the lifestyles of materialists. For example, 
increased consumer and credit card debt, shrinking saving rates, increased number of consumers 
filing for bankruptcy, lower levels of life satisfaction and the depletion of natural resources are 
reported to be emanating from the increasing levels of materialism in societies.  
 
It is thus important to investigate the factors that can be implicated for the growth of materialism. 
Most of the studies attempt to explain materialism at a given point in time in isolation of the 
events people have experienced in their early life or childhood. Realizing that this practice is a 
shortcoming in consumer research, there is a call that consumer behaviour, such as materialism, 
be studied as a function of past life experiences using the life-course approach. While few studies 
have applied this approach to understanding materialism, little is known about the psychological 
processes that link childhood family structure to materialism.  It is against this background that 
this study used the life-course approach to study how childhood family structure affects 
materialism through psychological processes of perceived family resources (tangible and 
intangible), perceived stress from the disruptive family events, and money attitudes of 
Generation Y South Africans. 
 
The study also assessed the moderating role of money attitudes on the relationship between 
childhood family experiences and materialism. Money attitude dimensions of status, 
achievement, worry, security and budget were introduced to broaden the life-course study of 
materialism because they are reported to begin in childhood, to remain in adulthood and they 
function in the background of every behavioural intention and action.  
 
Generation Y (commonly reported to be born between 1977 and 1994) were the subject of this 
study, because the literature reviewed revealed that these emerging consumers are not only 
numerous (about 30% of South Africans are Generation Y), have considerable influence and 
spending power, but most have been raised in disrupted single-parent/income families. With 
reports from family sociologists on the outcomes of divorce and single-parenthood (for example, 
 xii 
 
stress, inadequate family resources, and low self-esteem) questions were raised as to how these 
outcomes would affect Generation Y money attitudes and materialistic values.  
 
Ten hypotheses were formulated to empirically answer the research questions. Using quantitative 
methodologies based on the nature of the research questions and problems, data were collected 
through online questionnaire from 826 business undergraduate students from the Nelson 
Mandela Metropolitan and Western Cape Universities. University-aged respondents were 
appropriate for this study since they are ideally suited to remember their past family 
circumstances and must have already formed consumption habits, attitudes and values at their 
age. 
 
The first research problem was to evaluate how two of the life-course theoretical perspectives 
(i.e., family resources and stress) selected for this study would explain the materialistic values of 
Generation Y South Africans raised in non-intact (did not live with both biological parents 
before 18
th
 birthday) and intact (lived with both biological parents before 18
th
 birthday) family 
structures through the money attitudes adopted. The results showed that even though a 
significant difference in perceived family resources (both tangible and intangible) and stress was 
found between subjects raised in non-intact (or disrupted) and intact families, the difference in 
materialism as a whole was not significant.  
 
In terms of the three materialistic values of success, happiness and centrality, subjects raised in 
disrupted families significantly scored higher in the happiness dimension. For the money attitude 
dimensions of status, achievement, worry, budget and security they significantly scored higher in 
the worry money attitude. 
 
Results of the correlation analyses showed that perceived decrease in tangible (food, clothing and 
pocket money) family resources was a childhood factor that affected later worry money attitude 
to significantly and positively influence all of the three materialistic values. Perceived decreases 
in intangible family resources (for example, love and emotional support) negatively affected the 
symbolic money attitudes of status and worry, which in turn, positively affected only the 
happiness dimension of materialism. Perceived increase in stress positively affected all of the 
symbolic money attitudes of status, worry and achievement. These, in turn, positively influenced 
only the success and happiness materialistic values. 
 xiii 
 
The second research problem was based on an assessment of the moderating role of money 
attitudes on the childhood family experiences to materialism relationship. Using hierarchical 
regression analyses, it was found that only the achievement and worry money attitude 
dimensions moderated the family resources to materialism relationship. This means that when 
subjects hold higher worry and achievement money attitudes, an increase in family resources 
(tangible and intangible) will have less effect in reducing materialistic tendencies.  
 
For the stress to materialism relationship, only the worry money attitude dimension had a 
moderating effect, meaning that when higher worry money attitude is held, an increase in stress 
from family disruptions would have a greater effect in increasing materialistic tendencies. None 
of the five money attitude dimensions did, however, moderate the childhood family structure to 
materialism relationship. 
 
The results of this study do not only have theoretical implications, but also provide valuable 
information to consumer-interest groups, banks and retailers, especially in terms of the money 
attitudes of Generation Y consumers in South Africa. 
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CHAPTER 1 
 
INTRODUCTION AND BACKGROUND TO THE RESEARCH 
 
1.1 Introduction 
Generation Y, also referred to as “echo-boomers” or “millennials” is commonly reported to be 
born between 1977 and 1994 (Norum, 2008; Noble, Haytko & Phillips, 2009). This cohort and 
market segment has been raised in an era of technological innovations, as well as economic and 
socio-cultural changes. These external events account for differences in values, beliefs, attitudes, 
and preferences that exist between age cohorts (Schewe & Noble, 2000).  
 
One of the events whose effects are drawing the attention of consumer researchers, is the 
structural changes (such as double-digit increases in divorce rates, single-parent families and 
cohabitation) the family is undergoing. Unlike the previous generations that were raised mostly 
in intact two-parent families, one in four Generation Y children is raised in single-parent/income 
homes (Noble et al., 2009). With reports from family sociologists on the outcomes of divorce 
and single parenthood - stress, economic hardship, low self-esteem (see Hill, Yeung & Duncan, 
2001), consumer researchers are beginning to question how changes in family structure influence 
consumption orientations like materialism.  
 
To find answers, Moschis (2007) advocates the use of the life-course approach to study 
consumption orientations. The life-course approach, Moschis (2007) explains, is innovative as it 
provides an interdisciplinary and a multi-theoretical framework through which the effect of 
childhood family experiences on later-life consumption orientations can be understood. Ward 
(1974:1) saw the importance of this approach and noted: “…childhood experiences are of 
paramount importance in shaping patterns of cognition and behaviour in later life … We may be 
able to predict some aspects of adult behaviour by knowing something about childhood 
experiences”. 
 
Although the importance of childhood family experiences in shaping later-life consumption 
orientations had been recognized, consumer researchers have only begun to assess the 
implications of childhood family experiences on consumption orientations. Rindfleisch, 
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Burroughs and Denton‟s (1997) study for example, was one of the first attempts to model 
childhood family disruption (in terms of divorce) and its impact on materialism and compulsive 
buying (Roberts, Manolis & Tanner, 2006). They, and later other researchers (for example, 
Roberts, Manolis & Tanner, 2003; Roberts et al., 2006) adopted the life-course approach and 
found that individuals who were reared in disrupted family structures scored higher in 
materialism and compulsive buying behaviour. This relationship, they suggest, can be mediated 
by family resources (economic and emotional) as well as the perceived stress from such 
disruptive events. 
 
For a better understanding of the consumption outcomes of family disruptions, Benmoyal-
Bouzaglo and Moschis (2009) recommend that other psychological consequences (apart from 
stress) of family disruptions be incorporated into the life-course model of consumption 
orientations. One psychological consequence which has not been examined within the life-course 
model and which could moderate the extent to which adverse childhood family experiences 
affect materialism, is money attitudes. Depending on the various beliefs and meanings children 
reared in disrupted homes adopt about money – power/prestige, retention, security/conservative, 
obsession, and inadequacy (Forman, 1987; Goldberg & Lewis, 1978; Yamauchi & Templer, 
1982), one would expect their tendency to develop materialistic values to be either fostered or 
deterred. 
 
Furthermore, the development of materialistic values from family disruptions may vary for 
different age groups and cultural settings (Benmoyal-Bouzaglo & Moschis, 2010). While 
Rindfleisch et al. (1997) and Roberts et al. (2003 and 2006) found that disrupted family structure 
experienced during childhood affected the development of materialistic values of young 
Americans, Benmoyal-Bouzaglo and Moschis (2010) did not find a significant relationship 
between family disruptions and materialistic tendencies in France. They suspected that using 
material objects to assuage the negative outcomes of family disruptions may not be a socially 
accepted norm in France and other cultures. 
 
This study, therefore, surveyed Generation Y South Africans to not only examine the impact of 
childhood family disruptions on their later money attitudes and materialistic values using the 
 3 
 
life-course approach, but to also assess the moderating role of money attitudes on the 
relationship between childhood family experiences and materialism.  
 
Generation Y South Africans are the focus of this study because they are large in size (14.3 
million or 29.4% of the population) (Statistics S.A, 2008), they form majority (64%) of the 
emerging middle class - known as „Black Diamonds‟, they contribute 40% of the R600 billion of 
Black Diamond spending power, and they constitute a lucrative market for property, fashion 
accessories, entertainment products, cars, vacations, computers, electronics and mobile phones 
(Kotler & Armstrong, 2010). In addition, Philippe (2006) reports that considerable number of the 
children born in the 1980s (birth years of Generation Y) were into disruptive single-parent 
families. It would be therefore useful to understand how disruptive childhood family experiences 
have affected the money attitudes and materialistic values of a large and lucrative market 
segment like Generation Y South Africans. 
 
This chapter‟s discussions start by defining the research problem, questions and objectives of this 
study. An overview of the relevant literature will be presented next. Thereafter, the research 
methods and the scope of the study will be provided. Discussions will end with a statement on 
the contribution this research study will make within the context of consumer research and other 
possible beneficiaries.   
 
1.2 The Research problem 
Materialism has become a lifestyle that appears to be an integral part of modern day living 
(Watson, 2003). Commonly viewed as inescapable and undesirable aspects of consumer culture 
(Burroughs & Rindfleisch, 1997), investigations into the circumstances leading to the 
development of materialistic values have become imperative.  
 
A considerable amount of consumer research has been conducted on materialism. Most of the 
research explains how materialism correlates with some demographic and economic variables 
Watson (2003). However, little is known of what causes or predicts materialism in the first place 
(Flouri, 1999).  Relatively little is known of how childhood family experiences affect the 
development of materialistic values – especially through various psychological processes.  
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Rindfleisch et al. (1997) postulate that, children who experience disruptive family events will 
become materialistic later in life. This, they continue, will be fostered if the events are perceived 
as stressful, family resources received are considered as inadequate, and self-esteem are 
consequently impaired. If low self-esteem can be engendered by family disruptions to later affect 
the development of materialistic values, would this factor not first affect money attitudes? After 
all, Hanley and Wilhelm (1992), for example, found that compulsive spenders hold symbolic 
attitudes (obsession and power/prestige) towards money, because they believe in its ability to 
enhance self-esteem. 
 
Looking at the diverse beliefs and feelings people hold about money (power/prestige, retention, 
security, inadequacy) and Gurney‟s (1988) claim that money attitudes begin in childhood, remain 
in adulthood, and influence later behaviours related to money, it should be necessary to examine 
Generation Y South Africans‟ money attitudes, as well as to assess the moderating role that 
money attitudes play in the relationship between childhood family experiences and materialism 
in the life-course model.  
 
Another question that warrants research is whether disruptive childhood family experiences 
would influence the development of materialistic values among Generation Y and in a cultural 
setting like South Africa. Some cultures, according to Benmoyal-Bouzaglo and Moschis (2010), 
do not endorse materialism as a desirable norm. Apart from this fact, Bruce (2006) and Philippe 
(2006) report that most South Africans have been raised in non-intact (single-parent) family 
environments. In Philippe (2006:5), for example, it is reported that by the late 1970s and early 
1980s (birth years of Generation Y) about 60 percent – and possibly as high as 80 percent of 
hospital births in mostly the black locations of South Africa – were to young unmarried women.  
 
Since single-parent and single-income experiences could be all these children would know, 
would they find the situation stressful and develop materialistic values? According to Wu (1996), 
it is the change in childhood family structure rather than a prolonged period living in a single-
parent family that causes stress and affect behaviours.  
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1.3 Research questions 
From the preceding issues, the following research questions guided the chapter structure design 
and empirical investigations of this study: 
(i) What are the demographic and psychographic characteristics of Generation Y that 
make this consumer segment important for this study? 
(ii) What are the meanings, dimensions and reported predictors and consequences of 
materialism? 
(iii) What has been reported on people‟s beliefs and attitudes toward money? 
(iv) How useful is the life-course approach in understanding materialism? 
(v) Looking at the prevalent family structure in South Africa, can Generation Y South 
Africans be considered materialistic?  
(vi) If Generation Y South Africans are materialistic, can this be explained by their money 
attitudes, childhood family experiences of inadequate family resources and perceived 
stress from the family disruptions? 
(vii) Will Generation Y South Africans exhibit some or all of the reported dimensions of 
money attitudes? 
(viii) Is there a moderating effect of money attitudes on the relationship between childhood 
family experiences and materialistic values? 
 
The differences in family resources, according to Rindfleisch et al. (1997), represent one of the 
biggest distinctions between an intact and a disrupted or non-intact family. Thus, the underlining 
research question of this study is whether Generation Y South Africans raised in disrupted 
families will experience lower levels of family resources (economic and emotional) and find the 
experience stressful. If so, would these experiences influence them to adopt conservative money 
attitudes and be less materialistic, or would they symbolically value money and be more 
materialistic?  
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1.4. Research objectives 
Given the research problems outlined above, the following are this study‟s objectives: 
 
1.4.1 Primary Objective 
The primary objective of this research is to investigate the money attitudes and materialistic 
values of Generation Y South Africans by using the life-course model.  
 
1.4.2 Secondary Objectives 
The primary objective was addressed through the following secondary objectives: 
 To understand the demographic and psychographic characteristics making Generation Y 
an important consumer segment. 
 To provide an overview of the meaning, dimensions and predictors of money attitudes 
and materialism. 
 To measure Generation Y South Africans‟ money attitudes and materialistic values. 
 To empirically explain money attitudes and materialistic values among Generation Y 
South Africans by using the perspectives of life-course theory. 
 To expand the life-course model of materialism by designing a conceptual model that 
incorporates money attitudes as a moderating variable.  
 To empirically assess the moderating effects of the various money attitudes on the 
relationship between childhood family experiences (in terms of family structure, family 
resources and stress) and materialism of Generation Y South Africans. 
 To present the results of this study and make recommendations. 
 
1.5. Literature overview 
This section reviews the literature pertinent to this study. The discussions start with the 
definitions and clarifications of the main concepts and variables, followed by the scholarly work 
underpinning this research.  
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1.5.1 Definitions and clarification of concepts 
With the incorporation of multi-disciplinary - family psychology and consumer behaviour 
concepts in this research, it is necessary to provide definitions and clarifications of the main 
concepts.  
 
(a) Consumption orientations  
Consumption orientations are “motivations and values central to defining individuals‟ 
orientation toward consumption” (Churchill & Moschis, 1979:26). Three common consumption 
orientations are believed to be relevant to contemporary consumer research (Churchill & 
Moschis, 1979; Grossbart, Carlson & Walsh, 1991; Piacentini & Mailer, 2004; Martin & Turley, 
2004).  
 
The three orientations include: 
 Economic orientation: This is an orientation that emphasises the functional and rational 
aspects of consumption. Individuals with this orientation purchase products for their 
functional features and significant discriminating attributes. They also do comparison 
shopping (Grossbart et al., 1991:157).  
 Social orientation: This reflects an emphasis on the importance of social information 
(usually audience reaction) in making consumption decisions (Grossbart et al., 1991:157). It 
also reflects conspicuous consumption, which Ward (1974:4) defines as “particular patterns 
of consumption adopted as a means of demonstrating upward shifts in social status”. 
Individuals with this orientation use products and brands as materials with which to cultivate 
and preserve their social identities, and to transmit messages to socially significant others 
(Piacentini & Mailer, 2004).  
 Materialism: This has been defined as “the importance a consumer attaches to worldly 
possessions” (Belk, 1985:265). According to Browne and Kaldenberg (1997:33), 
materialism is “a cluster of related traits, attitudes and values focusing on possessions and 
guiding the selection of events and things”. By viewing materialism in terms of particular 
traits, it has been associated with excessive status consciousness, condescension, envy, 
disregard for others and social issues, possessiveness, non-generosity, interpersonal 
detachment and insecurity (Belk, 1985; Flouri, 1999). 
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Unlike other researchers who have inferred materialism from measures of related constructs and 
personality-test batteries (see Richins & Dawson, 1992:305-306 for detailed critiques of others‟ 
view on materialism), Richins and Dawson (1992) developed a value-oriented definition of 
materialism. They define materialism as “a set of centrally held beliefs about the importance of 
possessions in one‟s life,” (Richins & Dawson, 1992:308) and delineated the following three 
dimensions of materialistic values: 
 
 Success – Materialists with a success focus tend to base their success and others‟ on the 
number and quality of the possessions they own. They thus desire a higher level of income 
and financial security to possess products that project the image of being successful. 
 Centrality – These materialists tend to place possessions and their acquisition at the centre of 
their lives. Because they regard material objects as giving meaning to life, they tend to 
worship things and devote their activities and behaviour toward acquiring and possessing 
things. 
 Happiness–These materialists place possessions and their acquisition at the centre of their 
lives because they view these as a means of providing personal wellbeing or life satisfaction. 
 
Like Richins and Dawson (1992), Mick (1996:108) provides a value-oriented definition of 
materialism by defining it as “a value representing the individual‟s orientation toward the role of 
possessions in life, serving to guide the types and quantities of goods purchased”. 
 
Materialism is also conceptualized as “the consumption style that results when consumers 
perceive that value inheres in consumption objects rather than experiences and people” (Holt, 
1995:13). Despite this fact, materialists are more sensitive to the impression they make on 
people; and they thus use possessions for impression management (Browne & Kaldenberg, 
1997). 
 
Since social orientation and materialism both deal with the “expressive” aspects of consumption 
(Grossbart et al., 1991), they have been viewed in the same light. Thus this study will regard 
materialists as “consumers who place material possessions and acquisition at the centre of their 
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lives; they value possessions as a means of achieving happiness; and they use possessions as 
indicators of success and status”. Richins and Dawson‟s (1992) scale will be used to measure 
materialism, because of its use by other researchers who have adopted the life-course model to 
study materialism. 
 
(b) Money attitudes  
The interest in people‟s money attitudes has initiated  research (Lim, Teo & Loo, 2003), because 
of the correlation of money attitudes with consumers‟ spending habits and compulsive buying 
behaviour (Hanley &Wilhelm, 1992; Roberts & Jones, 2001), political ideology, attitudes toward 
the environment, and work performance (Roberts, Cesar & Sepulveda, 1999; Tang, 1992), values 
and innovative consumer behaviour (Burgess, 2005; Burgess, Battersby, Gebhardt & Steven, 
2005), but no clear definition of money attitudes has been found in the literature.  
 
According to Oleson (2004), it is difficult to provide a singular meaning of money attitudes 
because people‟s attitudes toward money are diverse. However, Burgess et al. (2005:315) 
attempt a definition of money attitude as “an attitude that focuses on money and its uses”. For 
this study however, money attitudes will be defined as “the meanings, values and beliefs 
attached to money”, because of the diverse attachment and conceptualization of money. From its 
association with power, prestige, security, status, anxiety, distrust, love, and freedom, the 
symbolic and psychological values of money are far exceeding its relative economic value 
(Furnham & Okamura, 1999). 
 
In most cases, people ascribe psychological and symbolic meanings to money when they feel a 
lower sense of self-worth (Gurney, 1988; Hanley &Wilhelm, 1992; Furnham & Okamura, 1999). 
They therefore tend to hold beliefs that money can purchase power, security, status, approval and 
self-worth (Goldberg & Lewis, 1978; Yamauchi& Templer, 1982; Forman, 1987). Forman 
(1987) distinguished five money believers. They are outlined in Furnham and Okamura 
(1999:1158), and presented as follows: 
 
 Misers– These are those who hoard money; they are scared of losing funds and have trouble 
enjoying the benefits of money. 
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 Spendthrifts –When feeling depressed, worthless, or rejected, these people tend to 
uncontrollably and compulsively spend money, ending up with feelings of guilt. 
 Tycoons–These are people who, in order to gain power, status, approval and control over 
their world, are totally absorbed in the process of money making. 
 Bargain hunters –In order to gain a feeling of superiority, these people tend to compulsively 
hunt bargains even for those items they do not need. 
 Gamblers – Because of the sense of power they get from winning, these people 
optimistically take chances. 
 
Clinical psychologists have developed psychometric questionnaires to measure the various 
dimensions of money attitudes. The two most popular scales for measuring money attitudes, 
according to Roberts and Jones (2001), are those of Yamauchi and Templer (1982) and Furnham 
(1984). Yamauchi and Templer‟s (1982) money attitude scale (MAS) is preferred to Furnham‟s 
(1984) money beliefs and behaviour scale (MBBS), because it is shorter (29 items as compared 
to Furnham‟s 60 items) and because it also has psychometric dimensions.  
 
Yamauchi and Templer‟s (1982) money attitude dimensions are described as follows: 
 MAS-power/prestige high scorers– These people view money as a symbol of success and 
use it to impress and influence others. 
 MAS-retention/time high scorers – These people believe that money should be saved for the 
future through purposeful planning. 
 MAS-quality high scorers – These people buy quality products to reflect modernity and a 
good life. 
 MAS-distrust high scorers – These people tend to doubt their competency to make the right 
purchase decisions, and may thus hesitate to spend money. 
 MAS-anxiety high scorers - These people see money as a source of, and protection from 
anxiety. 
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Although Yamauchi and Templer‟s (1982) money attitude scale (MAS) has been subjected to 
cross-cultural testing, and it has demonstrated high and acceptable Cronbach internal reliability 
alphas (Burgess, 2005), it has, according to Rose and Orr (2007), been constructed using a 
psychological approach rather than a marketing-related design. Rose and Orr (2007), therefore, 
developed a marketing-related scale, which they named the money-motivation scale (MMS).It 
comprises the following five factors: 
 Status –The tendency to perceive money as a sign of prestige. Money is used to impress 
people. 
 Achievement–The tendency to perceive money as a symbol of one‟s accomplishments. 
Money is valued as a sign of success. 
 Worry– The tendency to worry excessively about money. Money (or the perceived lack 
thereof) is a source of anxiety. 
 Security– The tendency to save and value money for its ability to provide a sense of 
safety or wellbeing. Money is important because it provides means for the future. 
 Budget–The tendency to spend money wisely and cautiously. 
 
Considering Mitchell and Mickel‟s (1999) recommendation that the scales which are based on 
one‟s field of research should be used to measure money attitudes, Rose and Orr‟s (2007)MMS 
will be used in this study to measure money attitudes. 
 
(c) The life-course concept 
A number of social science theories have been used to explain the relationships of variables that 
may link family structures to materialism. Moschis (2007), however, advocates the use of the 
life-course paradigm as an innovative way of understanding materialism. The life-course 
paradigm recognizes the timing of disruptive events, the duration of one‟s experience of these 
events, the relationship of these events to other stressful events in one‟s life and the ultimate 
behavioural outcomes. 
 
Moschis (2007:295) defines the life-course paradigm “as a multi-theoretical framework that 
integrates several approaches used in different disciplines (e.g., sociology, history, 
developmental psychology and economics) to study consumer behaviour over the course of 
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people‟s lives”. Life-course theorists view adult behaviours as a function of their experiences (for 
example, in socialisation, historical and generational times) at earlier stages of life.   
 
For this study, Moschis‟ (2007) general conceptual life-course model of consumption 
orientations will be adapted and expanded to include money attitudes, thereby providing a more 
comprehensive conceptual model that explains materialism from an additional and alternative 
angle. 
 
(d) Childhood family experiences 
Childhood family experiences represent family circumstances (desirable and undesirable) 
emanating mostly from parental marital affairs which children experience before their 18
th
 
birthday.  To operationalize childhood family experience, Rindfleisch et al. (1997) and Roberts 
et al. (2003 and 2006) used one item that measures family structure in terms of intact (subjects 
who have lived with both biological parents up until their 18
th
 birthday) and non-intact (subjects 
who have not lived with both biological parents up to their 18
th
 birthday because of divorce or 
separation) families. 
 
Instead of the one-item scale of Rindfleisch et al. (1997), and that of Roberts et al. (2003 and 
2006) used to measure family disruption, Benmoyal-Bouzaglo and Moschis (2009 and 2010) 
used six items to measure family disruptive events. Questions were asked on whether 
respondents did not live with both their biological parents because of arguments, physical abuse, 
disappearance of the father, and movement to a new residence (and suchlike events)up to their 
18
th
 birthday. This study used Rindfleisch et al.‟s (1997) one-item scale to first distinguish 
subjects who lived in intact homes, from those reared in disrupted family structures. It then 
adapted (by adding South African-specific disrupted family events) Benmoyal-Bouzaglo and 
Moschis‟ (2009 and 2010) six items to assess the perceived stress levels of family disruptions. 
 
Hill et al. (2001) contend that family resources and stress are the most influential mechanisms of 
a disrupted family structure. These two variables were thus considered in the conceptualization 
and measurement of childhood family experiences. Family resources were measured in terms of 
whether respondents had received adequate pocket money, food, time and attention, emotional 
support and love, role-modelling and guidance when growing up. Stress was conceptualised as 
mentioned above. 
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(e) Generation Y 
Generation Y comprises a cohort of consumers who have been also labelled as Echo Boomers, 
Net Generation and Millenials, according to the circumstance researchers are using to 
characterize them. They are, for example, called Echo Boomers because they are seen as having 
Baby Boomers characteristics; they are called the Net Generation because they were born during 
the introduction of the Internet (Paul, 2001); and they are seen as Millenials because some 
believe they were born in the new millennium. With these labels, adifferent range of birth dates 
has been accorded to Generation Y. 
 
Most publications in South Africa report that Generation Y consist of those individuals born 
between 1980 and 2000; while, most Western records show that they are the cohort born between 
1977 and 1994 (Noble et al., 2009; Norum, 2008; Paul, 2001). Considering that research on 
generational cohorts is more prominent in the U.S., and that researchers have generally used the 
period between 1977 and 1994 as the birth dates of Generation Y, this study will use same birth 
dates.  
 
1.5.2 Why Generation Y is important for this study 
Businesses use variables or bases, such as the characteristics of individuals, groups or 
organization to segment their markets (Lamb, Hair, McDaniel, Boshoff & Terblanche, 2008). 
The choice of a segmentation base, Lamb et al. (2008) noted, is crucial, because if the selected 
segment is not substantial, affluent and measurable, it may affect sales and profits. 
 
Generational marketing is one way of segmenting and targeting a profitable market segment, 
because a substantial number of potential consumers who share strong and homogeneous bonds 
from their past experiences can be targeted with the same marketing offerings (Schewe & 
Meredith, 2004). Generational marketing also provides insight into consumers‟ underlying 
values, beliefs, attitudes and common experiences, which ultimately translate into their buying 
behaviour (Promar International, 2001).  
 
Baby Boomers, for example, have long been targeted by marketers because of their size, 
affluence, indulgent nature and ultimate attractiveness, but varied groups of researchers and 
businesses are finding Generation Y to be the next biggest (more than three times the size of 
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Generation X), attractive and powerful (in spending) consumer segment –that has the sheer size 
to transform markets in every life stage it enters (Norum, 2008; Paul, 2001; Rugimbana, 
2007).For example, 72 million people in the U.S (Schewe & Noble, 2000), 6 million in the U.K. 
(Bakewell, Mitchell & Rothwell, 2006) and 14.3 million in South Africa (29.4% of the 
population) (Statistics S.A, 2008) fall within the 17-34 age group of Generation Y in 2011.  
 
In terms of spending power, the expenditure of Generation Y on cars, apparel and other fashion 
items in U.S.A in 2006, were reported to have exceeded that of the previous generation by 82 
million dollars (Sullivan & Heitmeyer, 2008). In Australia, Rugimbana (2007) reported that the 
expenditure of Generation Y on DVDs, mobile phones and iPods was expected to rise from 
$AUS 10bn in 2007 to $AUS 13bn in 2009. These statistics portray Generation Y as a lucrative 
market segment with the potential of contributing to apparel, automobile and entertainment 
industry profits significantly. Businesses selling a wider array of goods and services, Norum 
(2008) reports, are also finding this market segment to be extremely lucrative. 
 
Unlike previous generations, Generation Y has been raised in a consumption-driven society. 
They have more access to credit cards, credit, shopping channels, cable/digital TV, mobile 
phones and the Internet (Bakewell & Mitchell, 2003). Amidst these privileges, most of 
Generation Y face challenges of coping in their era of rising single-parent and single-income 
families (Rindfleisch, et al, 1997). They have also experienced an economic boom, as well as a 
recession (Kimberly, 2010).  
 
With these developments, there are mixed signals of what money attitudes and consumption 
orientations Generation Y will adopt. Penman and McNeil (2008) found that Generation Y 
consumers are spendthrifts, with the majority of their spending being done impulsively because 
of social pressure. Noble et al. (2009) studied the drivers of consumption behaviour of 
Generation Y. Their findings show that, even though some of Generation Y is driven by the 
desire to connect, the majority of them seek value-for-money. Value-for-money pushes 
Generation Y to search the Internet for the lowest price. When they find these, they feel a sense 
of accomplishment. A possible cause of this behaviour, Noble et al. (2009) suspect, can stem 
from the fact that most of Generation Y has been raised in single-parent and single-income 
families. 
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Noble et al. (2009) report that, the Marketing Science Institute has earmarked the understanding 
of special market segments like Generation Y as a research priority, because of their size, their 
economic potential, the socio-economic and technological changes that have taken place around 
Generation Y. Gaining an awareness of the motivational factors that guide the consumption 
orientations of a lucrative market segment like Generation Y, could lead to an effective targeting 
of this consumer segment in the future (Rugimbana, 2007; Wolburg & Pokrywczynski, 2001).  
 
The starting point should be to continuously track how changes in the environment affect 
Generation Y values and attitudes over different life experiences. When there was an economic 
boom (around 2004), for example, Generation Y consumers were quickly labelled spendthrifts; 
but by the end of 2009, when there was a recession, they were thought to have developed a new 
culture of thrift (Kimberly, 2010). If the adoption of a new culture of thrift were the case, it 
would be supported by the fact that most of Generation Y has lived through the trauma of 
corporate downsizing, limited financial aid, a weak job market and the fact that they contribute 
to family finances from a very early age (Wolburg & Pokrywczynski, 2001). 
 
1.5.3 Can Generation Y be materialistic? 
Of the three aforementioned consumption orientations, consumer researchers have been 
speculating on the consumption orientation which may be most prevalent with the Generation Y 
consumer segment. Different views have emerged. 
 
Judging from how much Generation Y love shopping, the fact that they score high in apparel 
involvement, and lavishly and conspicuously spend cash, claims have been made that Generation 
Y consumers are materialistic (Browne & Kaldenberg, 1997; Yurchisin & Johnson, 2004). 
Roberts (1998), Roberts and Jones (2001) and Norum (2008) also see a high propensity of 
Generation Y turning into materialists and compulsive buyers, since they have more exposure to 
online shopping (this is private and encourages the use of credit cards) and easy access to credit 
and credit cards. 
 
The qualitative study of Noble et al. (2009) on what drives Generation Y‟s product and retail 
patronage, shows that socialization, especially in our current consumer culture, uncertainty 
reduction, self-discrepancy, and feelings of accomplishment and connectedness were, in fact, the 
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drivers. Roberts and Jones (2001), Piacentini and Mailer (2004), Dittmar, Beattie and Friese 
(1996) and Kasser and Ahuvia (2002) found these drivers to be predictors of materialistic and 
social consumption orientations. 
 
However, Martin and Turley‟s (2004) research findings project a different picture of Generation 
Y‟s consumption orientation. Their findings portray Generation Y as more likely to be 
objectively rather than socially motivated to consume, probably because they sampled the 
wealthiest members (19 – 25 years old), most of whom were Caucasians (87%) and employed. 
These respondents may have received adequate family resources and did not have self-esteem 
issues. 
 
Benmoyal-Bouzaglo and Moschis (2009) contend that adolescents and young adults (Generation 
Y) are more vulnerable to disruptive family experiences, and they emphasise the need for 
marketing researchers to monitor family structures and to understand their effects on 
consumption orientation. 
 
1.5.4 The types and consequences of family structures 
Generally, two family structures under which children grow up have been identified – the 
“intact” and the “non-intact” families. The intact family structure is the traditional two-parent 
families, which until recently, consumer researchers have conceived to be representative of most 
consumers‟ family life experiences (Rindfleisch et al., 1997).  
 
When Schiffman and Kanuk (2004:329 & 352) mentioned that the family: (a) imparts basic 
values, religious principles and modes of behaviour consistent with the culture, (b) teaches 
children the uses and value of money, (c) imparts consumption values, (d) provides financial 
means to its dependants, and (e) provides emotional support (love, affection, and intimacy), they 
certainly would have been referring to the intact family. This thought stems from the fact that 
much maladaptive consumption behaviour patterns, like compulsive buying and materialism 
have been blamed on “non-intact” or disruptive family structures, which Rindfleisch et al. 
(1997:312) define as “the dissolution of a two-parent family due to divorce or separation”. 
 
The non-traditional family structure of single-parenthood is rapidly growing – not only in the 
U.S (Rindfleisch et al., 1997), but also in South Africa, because more people are divorcing or 
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separating, marrying later, or choosing not to get married at all (Kotler & Armstrong, 2010). 
According to Siqwana-Ndulo‟s (1998) findings, 62.5 % of households surveyed in the Eastern 
Cape Province of South Africa were female-headed, as compared with the two-parent structure. 
From this situation, Neuborne and Kerwin (1999) report that, one in four Generation Y lives in 
single-parent homes, three in four have a single working parent who is preoccupied with duties 
outside the home.  
 
With the changes the family is undergoing, questions arise as to how disruptive single-parent 
family structures, in which Generation Y consumers have been raised, are impacting on their 
money attitudes, and consumption orientations, such as materialism. This study has the objective 
of providing answers to such questions. 
 
1.5.5 Theoretical explanations of how materialism and money attitudes can develop 
A number of social science and social psychological theories provide explanations on how 
materialism and money attitudes can develop. Drawing from Ryan and Deci‟s (2000) self-
determination theory, for example, Kasser, Koestner and Lekes (2002) posit that how children‟s 
growth and psychological needs are satisfied have important implications for the values they will 
later develop and to which they will adhere. Kasser et al. (2002) suggest that individuals may 
become concerned with self-worth, and consume on the basis of how others view them when the 
environment in which they grew up, blocked or frustrated the satisfaction of their needs. When 
individuals consume on the grounds of audience reaction, rather than on product utility, Flouri 
(1999) equates this behaviour with materialism. 
 
Based on the Maslovian need theory, Iglehart (1971) suggested that materialistic values are 
largely derived from lower physiological and security needs. By equally applying Maslow‟s 
human need theory, Oleson (2004) found a strong relationship between money attitudes and both 
safety and esteem needs. For example, consumers who strive to satisfy esteem needs may view 
money as a tool of power, and thus engage in status consumption or accumulate material goods 
in order to feel socially powerful (Durvasula & Lysonski, 2010).  
 
Materialistic orientations, according to Wicklund and Gollwitzer‟s (1982) symbolic self-
completion theory, are fuelled by perceived self-discrepancies (disparity between how an 
individual sees her/himself (the actual self) and how s/he would ideally wish to be seen (the ideal 
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self). Drawing from the symbolic self-completion theory, Dittmar et al. (1996) proposed a 
theoretical model of impulse buying. This postulates that the core reason why individuals 
become materialistic and compulsively buy is to compensate for perceived self-discrepancies.  
 
Self-discrepancies are picked up when people judge their self-worth, a process Wicklund and 
Gollwitzer (1982) term self-definition or description. Individuals, who perceive self-
discrepancies or a sense of incompleteness, are thus motivated to compensate. Symbolic material 
possessions are usually the solution (Yurchisin & Johnson, 2004).  
 
While there is support that materialistic strivings are compensatory for some essential need 
deprivation and a sense of incompleteness, Moschis (2007) suggests an investigation into early-
life family events, using the life-course theory. These events may lead to various psychological 
outcomes, such as a sense of incompleteness, which in turn, could cause later-life materialism. 
 
1.5.6 The importance of the life-course theory 
Explaining consumer behaviour at a given point in time in isolation from events and 
circumstances one experienced earlier in life has been considered to be a serious shortcoming in 
consumer research. The use of the life-course theory to study human and consumer behaviour 
has, therefore, been advocated (Elder, 1998; Moschis, 2007). The life-course theory is 
considered as “one of the most important achievements in social science in the second half of the 
20
th
 century” (Benmoyal-Bouzaglo & Moschis, 2009:49). Thus the types of variables and 
relationships that are relevant to the main theoretical orientations of life-course research are 
recommended in any study on consumption orientations (Moschis, 2007).  
 
Three theoretical orientations guide life-course researchers. These are the normative, the stress 
and human-capital perspectives.  
 
The normative perspective posits that as people go from one role (for example: student, spouse, 
parent, and retiree) to the others in their life course, they need to be socialized with the right 
skills and attitudes to enact these new roles. The family usually starts the socialization process. 
Its disruption would either lead to the ineffective socialization of children with the right skills for 
various roles, or it may cause a misallocation or reorganization of the roles (Elder, George & 
Shanahan, 1996). 
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Children experiencing family disruptions may, for example, be left with the task of taking care of 
their younger siblings when they are not yet parents themselves. This may be stressful or 
engender insecurities, which may later call for compensatory consumption, such as materialism 
(Burroughs & Rindfleisch, 1997; Chang & Arkin, 2002). 
 
The stress theoretical perspective holds that events, such as parental divorce or separation, are 
accompanied by other stressful events like diminished parental attention, together with the care 
and nurturing children should receive. These may create feelings of insecurity (Hill et al. 2001), 
a higher attachment to the symbolic importance of money (Hanley &Wilhelm, 1992) and may 
ultimately engender materialistic tendencies (Chang & Arkin, 2002). 
 
With the human-capital perspective, a reduction in financial resources due to parental divorce 
may adversely affect children‟s accumulation of human capital, such as the educational 
attainment necessary for achieving higher occupational status and wealth. This may affect self-
esteem (Moschis, 2007), money attitudes (Hanley &Wilhelm, 1992) and consumption 
orientations, such as materialism. 
 
Appreciating that the life-course study of behaviour is multi-theoretical and multidisciplinary, 
Moschis (2007) employed the normative, stress and human capital theoretical perspectives 
discussed here to conceptualize a general model of consumption orientation. His model is 
presented in Figure 4.1 of Chapter Four. This model and that of Rindfleisch et al.(1997) of 
materialism and compulsive buying behaviour presented in Figure 5.2 of Chapter Five were 
adapted to construct this study‟s conceptual model, as found in Figure 5.3 of Chapter Five.  
 
1.6 Research design and methodology 
Secondary and primary research methodologies were utilised in the achievement of this study‟s 
objectives. 
 
1.6.1 Secondary research 
Secondary data sources were consulted to provide support for why Generation Y should be the 
subject of this study, to understand the concepts of money attitudes and materialism, and to get 
an understanding of how the childhood family experiences of disrupted family structure, 
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perceived family resources and stress could possibly affect later-life money attitudes, and in turn, 
influence the actualisation of materialistic values. Secondary sources of information were also 
required to explain the possibility that money attitudes could play a moderating role in the 
relationship between childhood family experiences and materialistic values.  
 
The theoretical backing of the link that exists between the variables of this study was therefore 
done via a comprehensive literature search.  
 
The Nelson Mandela Metropolitan University and the Western Cape University libraries were 
consulted to conduct international and national data searches for books, published articles in 
accredited and other journals, conference papers and newspaper articles. Important databases, 
like those of Emerald, EBSCOhost, ScienceDirect, SpringerLink, Sabinet, SA Cat, Dissertations, 
MasterFile premier, Business Source premier, SAe-Publications and Google searches were 
consulted mainly through the university library accesses. Where information could not be 
accessed through the above-mentioned library facilities, inter-library loans of required articles 
and books were requested.  
 
1.6.2 Primary research methods 
Considering this study‟s objectives and the nature of the research problems, quantitative research 
methodologies were used to gather the primary data. Quantitative research typically employs 
various types of scale questions, in order to obtain numerical representations, more precise and 
generalizable information on something (Hair, Babin, Money & Samouel, 2003:124). Previous 
studies have provided standardized measurement scales, which have been proven reliable and 
valid to measure the variables – childhood family experiences (disruptive events, family 
resources, and perceived stress), money attitudes and materialistic values in this study. 
 
(a) Sampling 
The sample frame for this study was University-aged Generation Y South Africans; male and 
female within the ages of 18-25, who grew up in intact and disrupted family structures. 
University-aged Generation Y were considered appropriate, because they are not only ideally 
suited to remember their past circumstances (Wooten, 2006), but must have also formed 
consumption habits, attitudes and values (Rugimbana, 2007).  The participants were obtained 
from Eastern Cape (high percentage of households, according to Siqwana-Ndulo (1998) are 
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single-parent or granny-headed), and the Western Cape Province because it has a considerable 
number of young South Africans from a diverse range of socio-economic backgrounds, and is 
closer to the researcher‟s residence.  
 
The required sample size was 800 (n = 800) in considering the following issues: 
 Data analysis and generalization – According to Hair, Anderson, Tattham and Black 
(1998) and Struwig and Stead (2001), the data analysis techniques to be used and the 
motive of reliably generalizing the results to the sample population should guide the 
selection of a sample size. For the result to be generalizable, Hair et al. (1998) 
recommend between 15 to 20 observations for each independent variable, as being the 
desired ratio. For data analysis techniques, such as hierarchical regression analysis 
(HRA), and the factor analyses used for this study, a 50 to 1 ratio is recommended (see 
Hair et al., 1998:166). If this rule is to be respected, a sample size of about 200 should 
suffice for the anticipated four independent variables of the study. 
 Non-response factor – Because most of the variables to be measured in this study 
contained multi-items, the questionnaires were somewhat long. Considering that this 
might cause fatigue (Struwig & Stead, 2001), and risk the extent to which some 
questionnaires would be satisfactorily completed, the intended sample size was more than 
tripled – from 200 to 800 – to accommodate situations where some questionnaires would 
not be fully completed. 
 
Data were collected using a cluster sampling technique. With this probability sampling 
technique, the researcher divides the sample population into groups (e.g., universities or classes) 
and then selects any of these groups at random for complete participation (Struwig & Stead, 
2001). 
 
(b) Data collection 
Questionnaires containing multi-item measures of childhood family experiences (in terms of 
disruptive family events, family resources and perceived stress), money attitudes, materialistic 
values and the standard measurement of demographic variables were used to collect the data. 
With the accessibility of students‟ email addresses provided, an online survey was the easiest and 
fastest option to collect data from the university students. Because anonymity is guaranteed, 
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responses from this method are usually more forthright and honest. Greater reach and 
affordability were also advantages of this method (Schiffman & Kanuk, 2004). 
 
(c) Procedure 
Once the research instruments had been approved by the ethical clearance committees of the 
participating universities, they were emailed to the respondents with a note guaranteeing 
confidentiality and the opportunity to win a cash prize from a lucky draw for completed 
questionnaires. Business undergraduate students (undergraduates are most likely to fall in the 
required age group of 18-25) were the targeted respondents, because they are more likely to be 
familiar with the area of study and could better appreciate the purpose of the study (Rugimbana, 
2007). Western Cape University (for the Western Cape) (where the researcher works) and the 
Nelson Mandela Metropolitan University (for the Eastern Cape) (where the researcher studies) 
were the University sampling units.  
 
(d) The Data analysis 
Using the SPSS statistical package, descriptive, factor analysis, correlation, and multiple 
regression analyses were used to analyze the data. The analyses started by first assessing the 
reliability coefficients of the scored items. Descriptive analyses were used to assess the 
percentages of respondents who had lived in intact – and those from disrupted families – up until 
their 18
th
 birthday, and to assess the sample means of those who exhibited each of the 
dimensions of money attitudes and materialistic values. To extract and validate each of the 
distinct dimensions of money attitudes and materialistic values, confirmatory factor analyses 
were conducted. The relationships between the independent and dependent variables were 
analyzed using correlation analyses. 
 
The moderating effect of each of the money attitude dimensions was tested by employing 
hierarchical regression analysis (HRA). HRA, Rindfleisch et al. (1997) explain, is the most 
appropriate statistical test for examining moderators. With the HRA, the independent variables 
are first mean-centred; individual predictors are entered, followed by the product term (the 
independent variable multiplied by the moderating variable). A moderating effect is confirmed 
by the presence of a significant two-way interaction (Rindfleisch et al., 1997). 
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1.7. Scope of the study 
Firstly, the study is limited to how childhood family experiences of the most basic family 
expectations (i.e., to grow up with both parents and to be provided basic material and emotional 
support) affect money attitudes, and in turn, how they influence the development of materialistic 
values. Apart from whether the children have grown up with both parents and received adequate 
family support, there are other influential childhood family experiences, like the Socio-economic 
Status (SES) level, and certain family communication environments (e.g., socio-oriented and 
concept-oriented) that affect materialism (Benmoyal-Bouzaglo & Moschis, 2010). These latter 
family experiences are not part of this study, because Hill et al. (2001) assert that the former 
issues investigated in this study are the most influential when it comes to affecting behaviours. 
 
The second limitation of this study is in the fact that, only the University-aged (18-25) 
Generation Y South Africans were sampled, instead of the entire age range (17-34) of 
Generation Y. As a market segment, the University-aged Generation Y represent a huge potential 
for retailers. They constitute one of the most coveted consumer segments and are trendsetters 
(Wolburg & Pokrywczynski, 2001). Seen as the leading future consumers, University-aged 
Generation Y has been used for consumer-related research for over 40 years (Rugimbana, 2007). 
They are also considered to be more vulnerable to stressful family experiences (Benmoyal-
Bouzaglo & Moschis, 2009), especially as they are in a stage of uncertainty (Piacentini & Mailer, 
2004). 
 
1.8 Expected contributions of the study 
This study adds value to the field of consumer behaviour through the following contributions: 
 
1.8.1 Academic Contribution of the study 
The life-course theoretical notions of consumption orientations have been tested in America and 
France.  If the re-testing with Generation Y in South Africa (a country with huge socio-cultural 
and economic diversity) confirms previous reports, this study would advance theory and practice 
in the area of consumer decision-making. Additionally, the call to consider disrupted family 
structures and not only intact families in the traditional consumer decision-making model 
(Rindfleisch et al., 1997) would be reinforced.  
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Despite reports that money attitudes can influence decision-making, information processing, 
consumer financial behaviours such as saving, debt, credit card use and exchange relations 
(Burgess, 2005), there is very limited amount of research in the marketing discipline on money 
attitudes. To spur research in this area, Durvasula and Lysonki (2010) recommend that a 
comprehensive model of money attitudes, their antecedents and outcomes be developed. This 
study fills this gap by developing a conceptual life-course model that delineates how the 
antecedents of childhood family experiences affect money attitudes; and how these, in turn, 
determine the development of materialistic values.  
 
By revealing some precursors and the impact of various money-attitude dimensions of an 
important market segment like Generation Y in South Africa, predictions can be made on how 
they should make financial and consumption decisions.   
 
Repeated claims have been made that consumers of Generation Y age group are most likely to be 
materialistic (Browne & Kaldenberg, 1997; Yurchisin & Johnson, 2004), but relatively little has 
been done to empirically examine what can possibly drive materialistic tendencies in Generation 
Y. By investigating the impact of stressful childhood family experiences and money attitudes on 
Generation Y materialism, insights can be obtained into why this consumer segment may be 
prone to being materialistic. 
 
1.8.2 Practical importance of the study 
The findings of this study will also be of interest to the marketers, consumer-interest groups and 
policy-makers.  
 
Constituting a lucrative market segment for apparel, automobiles, entertainment and fashion 
items, retailers of these goods and other goods and services would be eager to know whether 
Generation Y is materialistic and what the cause thereof could be.  This would help them to 
effectively market their products, especially as there is a clear difference in product preferences 
between consumers who are materialistic and those who are not.  
 
Richins (1994), Holt (1995) and Rindfleisch, Freeman and Burroughs (2000), for example, 
investigated the possessions that are most important to those high in materialism. They found 
that high materialists love high status, costly and publicly visible possessions, contrary to low 
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materialists who cherish possessions that carry remembrances of relationships. Specifically, 
Rindfleisch et al. (2000) found that high materialists are attracted to cars with a luxury image 
(such as Lexus) in comparison with those possessing a nostalgic image (e.g., the new VW 
Beetle).  
 
Benmoyal-Bouzaglo and Moschis (2010) also report that materialistic consumers, as opposed to 
non-materialistic consumers, are attracted to products and appeals that emphasise public 
acceptance and status. An examination of how childhood family experiences influence money 
attitudes and materialism could provide us with an explanation of these phenomena and give 
marketers ideas on how to position their offerings. For example, marketers can place emphases 
on products‟ symbolism, security, popularity, prestige – depending on what money attitudes and 
materialistic values Generation Y consumers would exhibit.   
 
If Generation Y South Africans score high in materialism, consumer-interest groups and policy-
makers should be concerned. These phenomena, Achenreiner (1997) reports, are indicative of the 
fact that the subjects are not happy with their lives, are alienated, unconcerned for others and 
social issues, and feel insecure or incomplete. With these underlying feelings, vices such as 
prostitution, drug addiction and the prevalence of HIV should not be a surprise. 
 
1.9 Chapter outline 
This study is organized in eight chapters: 
Chapter One introduces the research background, defines the research problem, objectives, 
questions and main variables of the study, provides a brief review of the literature on the subject 
and presents the contributions of the study. 
 
Chapter Two will discuss the importance of using generational cohorts to segment the market. It 
also examines the demographic and psychographic characteristics of Generation Y consumers, 
which make them an important market segment for this study and for marketers. 
 
Chapter Three reviews the available literature on the conceptualizations, positive and negative 
consequences, and antecedents of materialism. A model will be proposed on what has been 
studied on the antecedents and consequences of materialism. 
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Chapter Four will evaluate how money attitudes and the three theoretical perspectives of thelife- 
course research can be used to explain materialism. 
 
Chapter Five will present the conceptual model of how childhood family experiences can affect 
the development of materialistic values directly and indirectly – through various dimensions of 
money attitudes. 
 
Chapter Six will outline the research methodology of the empirical study. Discussions will be 
made on the research design, sampling techniques, data collection and analyses methods, the 
operationalization of the dependent and independent variables and the validity of the research 
instruments. 
 
Chapter Seven presents the results of the data analyses. 
 
Chapter Eight provides summaries of the study‟s findings, draws conclusions, comments on the 
implications of the findings, and makes recommendations. 
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CHAPTER 2 
 
GENERATIONAL MARKETING AND GENERATION Y 
 
2.1 Introduction 
Considering the primary objective of this study as being to investigate the money attitudes and 
materialistic values of Generation Y South Africans – using the life-course model, this chapter 
describes Generation Y‟s demographic and the psychographic characteristics that make them an 
important market segment for this study and for marketers. The chapter also discusses the 
importance of using generational cohorts to segment markets, through the examination of global 
and country-specific formative experiences that have shaped values, beliefs, attitudes, and 
preferences of different generational cohorts.  
 
With the increasingly competitive market situation, and the associated costs and difficulty in 
capturing and retaining a loyal customer base and long-term profits, marketers who succeed are 
those who have identified, understood and satisfied consumers‟ changing needs, wants and 
preferences. A better understanding of consumers‟ needs and preferences is gained when a 
market is divided (market segmentation) into distinct subsets of consumers with common 
characteristics (Schiffman & Kanuk, 2004).  
 
Consumer markets have been segmented by using demographic, geographic, psychographic, 
benefits and behavioural variables. Schewe and Noble (2000),as well as Schewe and Meredith 
(2004), however, recommend generational cohort segmentation as an innovative and successful 
approach in segmenting consumer markets, because a large group of consumers with a strong 
and common bond can be targeted. Cohort segmentation also provides insight into consumers‟ 
underlying values, beliefs, and attitudes, which ultimately translate into buying behaviour 
(Promar International, 2001). Through the technique of cohort segmentation, researchers and 
businesses selling varied product categories have found Generation Y to be a large and lucrative 
consumer segment (Norum, 2008; Rugimbana, 2007).  
 
This chapter starts by looking at the demographic and psychographic characteristics that make 
Generation Y an important consumer segment. This is followed by the meaning and importance 
 28 
 
of generational marketing. It ends with descriptions of the formative experiences or defining 
moments that have shaped different cohorts‟, especially Generation Y‟s, values, attitudes, 
beliefs, personalities and preferences. 
 
2.2 Demographic characteristics of Generation Y 
Demographic information is commonly used to segment markets, because information on its 
dimensions – age, gender, income, ethnicity, education, occupation, family life-cycle and 
generation are widely available – and this information is often related to consumers‟ buying and 
consumption behaviour (Kotler & Armstrong, 2004). Three useful demographic aspects of 
Generation Y consumers that have been forthcoming from the literature and will be discussed 
here are their size, age, income and education. 
 
2.2.1 The Size and Age of Generation Y 
Generation Y has been given a variety of labels – the N Generation (Schewe & Meredith, 2004); 
Generation Y (Neuborne & Kerwin, 1999; Noble et al., 2009; Norum, 2008), Echo Boomers and 
Millennium Generation (Neuborne & Kerwin, 1999). These labels make the determination of 
their size and composition difficult and sometimes debatable (Wolburg & Pokrywczynski, 2001). 
However, the majority of authors report that Generation Y is the cohort born between 1977 and 
1994 (Noble et al., 2009; Norum, 2008; Paul, 2001). Marketing (Kotler & Armstrong, 2004 and 
2010) and consumer behaviour (Schiffman & Kanuk, 2004) textbooks have also recorded the 
period between 1977 and 1994 as the birth years of Generation Y. 
 
It is reported that 72 million people in the U.S (Schewe & Noble, 2000; Norum, 2008), 6 million 
in the U.K. (Bakewell et al., 2006), 5.15 millions (28% of population and largest) in Australia 
(Rugimbana, 2007) and 14.3 million in South Africa (29.4% of the population) (Statistics S.A, 
2008) fall in the 17-34 age group of Generation Y in 2011. After the 78 million Baby Boomers in 
the U.S., Generation Y, according to Paul (2001), is the next big (more than three times the size 
of Generation X) and powerful consumer market that is garnering the attention of researchers 
and businesses, selling varied product category.  
 
Just like their parents – Boomers, Generation Y has the sheer size to transform markets in every 
life stage it enters (Paul, 2001).To better understand and serve this large market segment that has 
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a 17 years span from the youngest to oldest, Generation Y consumers have been segmented into 
sub-segments of teens (15-19 years) and young adults (20-32 years) (Paul, 2001). Research is 
being conducted to understand the various aspects of these two subsets of Generation Y 
consumers. They are both large in size, attractiveness and the most sought-after consumers (Paul, 
2001).   
 
Teens and University-aged (18-24) Generation Y consumers are particularly considered an 
important consumer segment, because they love shopping, are the most coveted trendsetters, 
early-adopters, have influence over parental purchases, will attain higher living standards after 
graduation, and most importantly, are in their formative years (sensitive stage), whereby attitudes 
and preferences formed on products and services at this stage may remain throughout their 
lifetime (Nobel et al., 2009; Schewe & Meredith, 2004; Taylor & Cosenza, 2002; Wolburg & 
Pokrywczynski, 2001). 
 
2.2.2  The spending power of Generation Y 
Born to the richest generational cohort in history – Baby Boomers, Generation Y has more 
money at their disposal than any previous young group in history (Morton, 2002). Apart from the 
additional influence they have on parental expenditures, Generation Y consumers have a 
spending power of about $600 billion a year in the U.S. (Noble et al., 2009). From this figure, 
University-aged Generation Y consumers alone have a purchasing power of $105 billion, and six 
out of ten earn this money through part-time jobs.  
 
From their average annual personal earnings of $5,140, the full-time undergraduate University 
students spent, on a monthly average, $179 in 2001 (Paul, 2001). From their part-time job 
income, Ma and Niehm (2006) report that University-aged Generation Y in the U.S. made 
monthly average discretional purchases of $300-400. 
 
By virtue of their age, considerable numbers of Generation Y may not have earned their income 
(financed by parents) or those who have, do not have family encumbrances. They are, thus, more 
likely to spend their cash lavishly (Martin & Turley, 2004) and conspicuously on fashion 
accessories, CDs, cars, concerts, vacations, computers, electronics and mobile phones (Wolburg 
& Pokrywczynski, 2001).  
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In Australia, Rugimbana (2007) reported that the expenditure of Generation Y on DVDs, mobile 
phones and iPods was expected to rise from $AUS 10 billion in 2007 to $AUS 13 billion in 2009. 
In 2006, the expenditure on cars, apparel and other fashion items in the U.S. was reported to 
have exceeded that of the previous generation by 82 million dollars (Sullivan & Heitmeyer, 
2008).  
 
In South Africa, even though the income distribution is very skewed (10% of top earners 
receiving 94 times more than the poorest 10%), there is a growth of the middle class. From the 
Unilever Institute for Strategic Marketing classification of the new South African middle class 
(referred to as Black Diamonds), it happens that the “Mzansi youth”, “Start me ups” and the 
“Young family” fall into the Generation Y age group. They constitute 60% of the Black 
Diamonds and account for nearly R240 billion (40%) of the Black Diamond‟s total consumer 
expenditure of about R600 billion in South Africa (Management Today, May 2008).  
 
Kotler and Armstrong (2010:150) provide the following classification of Generation Y South 
African Black Diamonds: 
  The “Mzansi youth” are 18- to 24-years old, make up 18% of the Black Diamonds, and 
are worth R7 billion, even though most of them are unemployed students living with their 
parents. They are very confident, optimistic about the future, desire success and would 
use brands to express their success.  
 The “Start-me ups” make up 19% of the Black Diamonds, are 25-29 years old, and are 
worth R37 billion in spending power, because they are mostly single, educated and 
professionals. They want financial independence; and they also need brands for self-
expression. 
 The “Young family” are 30-34 years old, make up 27% of the Black Diamonds, and are 
worth R49 billion in spending power. Even though they are pressurized by multiple 
commitments, because half of them are single parents, they try to express success through 
their expenditure on their young children.  
 
The segment that falls beyond the Generation Y boundary – “the Established” comprise those 
between 35 and 49 years old, make up 40% of the Black Diamonds and account for 60% of their 
buying power. Their relevance here stems from the fact that about 80% of their children attend 
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school (Management Today, May 2008).These children may constitute additional sources of 
finance to the Generation Y expenditure. 
 
2.2.3 The Education of Generation Y 
Generation Y, according to the Wolburg and Pokrywczynski (2001) report, is the most educated 
and culturally diverse generation in the U.S. history. This combination has caused them to be 
very tolerant and open-minded towards different lifestyles, like homosexuality and single-
parenthood (Noble, et al., 2009).  
 
Unlike the previous generations, who were socialized in an era of conventional and fewer 
shopping channels, restricted credit, limited sources of marketing information, the Generation Y 
consumers have grown up with more access to credit, many shopping channels, newer retail 
formats, cable/digital TV, mobile phones and e-commerce (Bakewell & Mitchell, 2003). With 
their easy access to credit and credit card, Generation Y has been socialized into a culture of debt 
and instant gratification (Robert & Jones, 2001).  
 
The increase in retail and product choices has created a retail culture in Generation Y, whereby 
shopping is now a form of entertainment and socialization (Martin & Turley, 2004). With this 
shopping attitude, non-essential items can be purchased impulsively and under social pressure 
(Penman & McNeil, 2008).  
 
Growing up in the Internet age is the most distinguishing characteristic of Generation Y (Berner 
& Van Tonder, 2003; Kimberly, 2010; Kotler & Armstrong, 2010). Generation Y is described by 
Kotler and Armstrong (2010) as very fluent and comfortable with computers, digital and Internet 
technology. While the over-35‟s and 40‟s (Generation X) may understand cell phones, text 
messaging, iPods, PDAs, MySpace, YouTube, etc., Generation Y is totally immersed in them. 
As a result of all this exposure to technological facilities, Bakewell and Mitchell (2003) fear that 
Generation Y are acculturated into a materialistic and consumer culture (a culture whereby 
consumers avidly desire, pursue, consume, and display possessions, as being important to their 
lives – Robert & Jones, 2001). 
 
Kimberly (2010), however, calls for a consideration of the impact of the 2009 recession. Apart 
from the fact that the Generation Y is too educated and informed to be manipulated by 
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marketers, the financial crisis has pushed these young consumers to learn more about the way the 
economy works. Knowledge of the crippling impact of the economic recession and the fact that 
one in four Generation Y children is raised in single-parent/income homes (Noble et al., 2009), a 
shift may be created from the young consumers who were spendthrifts, to those who may be 
thrifty and more value-oriented (Kimberly, 2010). 
 
2.3 The Psychographic characteristics of Generation Y 
While the demographic information is usually helpful in understanding consumers‟ buying and 
consumption behaviour, they do not often paint the full picture (Lamb et al., 2008). 
Psychographic variables, such as personality/lifestyles and motives, provide additional 
information on consumer behaviour drivers.  
 
2.3.1 The Generation Y personality 
Personality, according to Lamb et al. (2008), reflects a person‟s traits, attitudes and habits. Trait 
researchers believe that a consumer‟s personality influences the product categories they purchase 
and how they make choices (Schiffman & Kanuk, 2004). For example, how frequently a 
consumer wishes to keep up to date with the latest fashion trends (a shopping orientation) and 
visit a mall (mall shopping behaviour) can be better understood by examining the presence of a 
materialistic personality trait (Bakewell & Mitchell, 2003). 
 
Despite the importance of understanding consumers‟ personalities, very little marketing research 
has been conducted on the Generation Y personality. Marketers are serving this emerging 
consumer market by default (Management Today, May 2008) unlike Human Resource 
practitioners, who are taking the lead in profiling the lifestyles of Generation Y, and are 
changing their policies or implementing new ones.  
 
HR professionals in South Africa have for example, researched and discovered that the 
Generation Y act in an annoying way: as if they are entitled. They demand higher salaries, 
promotions, flexible work schedules, more leave, a relaxed and less hierarchical work 
environment. Charmed by this generation‟s creativity, and alerted by the fact that they are fast 
thinkers and “stimulus junkies”, HR managers are responding to these demands (Meridith, 
2008).  
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The Queensland Tourism Industry Council in 2007 described Generation Y as impatient, 
demanding and self-interested – with little job loyalty. Being the world‟s first global generation, 
they are most entertained, materially endowed and entrepreneurial. The Queensland Report 
provides a summary of the negative and positive notions of Generation Y‟s personality. These 
are outlined in Table 2.1. 
 
Table 2.1: Negative and positive conceptions of the Generation Y personality 
Negative conceptions Positive notions 
Impatient and lazy Knows technology 
Want to be nurtured (constant feedback, immediate 
recognition) at work 
Ideally placed to be key drivers of product 
development and sales 
Demand workplace flexibility Mature early, and ambitious  
Unresponsive to motivational tactics Practical and entrepreneurial 
Motivated not only by money, but also by fun and 
socials 
Tolerant, accepting of differences in terms of race, 
gender and ethnicity 
Easily bored (less consumerism, more engagement 
and stimulation) 
Purposeful and well–travelled 
No job or brand loyalty Fast learners and education-minded 
Focus on living rather than on work (work to live 
rather than live to work) 
Concerned about the environment 
Ignorant of politics Multi-taskers and fast thinkers 
No “sucking up” but questions and challenge 
employers  
Creative and independent thinkers 
Employers find them difficult to attract, harder to 
manage and they are proving nearly impossible to 
retain. 
Financially smart 
Increased sensitivity to economic class  
Image conscious and materialistic  
They demand rationale behind every request  
Source: The Queensland Tourism Industry Council (2007:2) 
 
Even though the characteristics in Table 2.1 project more of the HR-related notions of the 
personality traits of Generation Y, the shift in values of these consumers is here to stay and will 
be beneficial to other organizations (Queensland Tourism Industry Council, 2007). Businesses 
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have to learn the nuances of marketing to this vast youth market, especially as the values and 
buying habits they display today will probably follow them to adulthood (Neuborne & Kerwin, 
1999). 
 
Using the Sproles and Kendall (1986) Consumer Style Inventory, which describes the various 
shopping personalities of consumers, Bakewell and Mitchell (2003) profiled Generation Y 
female shopping orientations in the U.K. They found that the Generation Y consumers were 
“recreational quality seekers”, “recreational discount seekers”, “trend-setting loyals”, 
“shopping and fashion uninterested” and “confused time/money conserving”. 
 
2.3.2 Generation Y motivation for consumption behaviour 
To understand Generation Y‟s motivation for product and retail patronage, Noble et al. (2009) 
conducted a qualitative study. Their findings show that socialization, especially in our current 
consumer culture, uncertainty reduction, self-discrepancy, and feelings of accomplishment and 
connectedness are the drivers of the Generation Y consumption behaviour.  
 
Noble et al. (2009) explain that most of Generation Y are striving for independence from what 
their parents and the world see them or want them to be. These young consumers will, thus, 
patronize retailers who have attributes, products and services that describe the person they are or 
want to be. Generation Y consumers have detailed information of retailers‟ images; they are very 
cognizant of fashion trends; they are conscious of celebrities, and of what is in-style and what is 
out-of-style; consequently, they are very opinionated. 
 
Self-discrepancy, excessive TV viewing and the media exposure of stars and celebrities have 
created a feeling of discrepancy between the actual self and the ideal self of Generation Y. This 
feeling results in an emotional vulnerability and a motivation to compensate – usually by means 
of conspicuous consumption (Noble et al., 2009).  Apart from the aspiration to look like stars 
and celebrities, Piacentini and Mailer (2004) report that, Generation Y are at the stage of 
uncertainty; and thus, they rely on luxury and symbolic goods to bolster their self-esteem and to 
gain social approval.  
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The reception of approval and the continuous quest for more approval, according to the self-
completion theory may lead to materialistic and compulsive buying tendencies (Yurchisin & 
Johnson, 2004). 
 
Noble et al. (2009) findings of what drives the Generation Y consumption behaviour also show 
that, even though some are driven by a desire to connect and to reduce uncertainty, the majority 
of them are driven by a value-for-money mindset. Value-for-money pushes Generation Y to 
search the Internet for the lowest prices. When they find them, they feel a sense of 
accomplishment.  
 
2.3.3 Generation Y Attitudes 
With regard to attitudes, it was discovered that Generation Y consumers are giving a “cold 
shoulder” to the popular brands (Neuborne & Kerwin, 1999) and advertising efforts (Wolburg & 
Pokrywczynski, 2001). With their fickle nature (Noble et al., 2009) and post-modern view of life 
(Berner & Van Tonder, 2003), the major brand owners, like PepsiCo Inc., Nike Inc., and Levi 
Strauss are all struggling to build brand loyalty among Generation Y. For example, Neuborne 
and Kerwin (1999) report that Nike Inc.‟s sneaker sales are tumbling, as the brand loses 
popularity among the teens.  
 
Brands that were popular when Baby Boomers were young “simply aren‟t kindling the same 
excitement with today‟s teens” (Neuborne & Kerwin, 1999:80). Taylor and Cosenza (2002) 
report that, teens evaluate brands in terms of their levels of “coolness”. Cool brands are those 
perceived to be of quality and designed specifically for teens. Companies and advertisers, who 
hope to win the hearts and wallets of Generation Y consumers, according to Neuborne and 
Kerwin (1999), will have to learn to think and speak their language. 
 
Still on attitudes, Paul (2001) envisages that the biggest distinction between Generation Y and 
Generation X (born between 1965 and 1976) will be their attitude toward money. He views 
Generation Y consumers as optimistic about their earning power, especially as a huge percentage 
of them (73 %)trust that they will be able to continue to afford the lifestyle in which they have 
grown up. Having more money was ranked high as the thing that would improve their lives 
forever (Paul, 2001).  
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Kimberly (2010), however, warns that, banks, retailers and other businesses should not be hasty 
in drawing conclusions on the Generation Y money attitudes and consumption orientation. An 
understanding of Generation Y‟s values, attitudes and consumption behaviour is still a work in 
progress (Paul, 2001), but it will be necessary at this stage to summarize what has been gathered 
of Generation Y‟s demographic and psychographic characteristics. Table 2.2 presents this 
summary. 
 
Table 2.2: Summary of Generation Y’s demographic and psychographic characteristics 
Demographic Characteristics Description of Generation Y 
The Size of Generation Y Huge market segment for effective targeting. They 
constitute 41%, 28%, 29.4% of America‟s 
Australia‟s and South Africa‟s population, 
respectively. 
Generation Y „s spending power Multi-billion dollar market – can hugely contribute 
to the automobile, fashion, technology and financial 
business profits. Apart from substantial own 
discretional income, they are the major spenders of 
family income. 
Education of Generation Y 
 
Most educated, entertained, and techno-savvy. 
Being the world‟s first global and „high-tech‟ 
generation whose birth year parallels the 
development of the Internet, they have virtual social 
networks and can instantaneously access global 
news, products and market information.  
They have been acculturated into a multi-media, 
materialistic and consumer culture. They have more 
access to debt, credit card and shopping channels. 
Psychographic characteristic of Generation Y in 
terms of personality, values and attitudes. 
They are fast thinkers, trendsetters, early adopters, 
creative, ambitious, self-confident, more optimistic, 
opinionated, impatient, pragmatic, environmentally 
conscious, more demanding of authenticity and 
resistant to marketing messages and efforts.  
They love money, shopping and are recreational and 
smart (invest considerable time and effort to get best 
buy) shoppers. They are also consumption oriented. 
Source: Researcher’s summary  
 
From the facts in Table 2.2 and the criteria (substantiality, measurability, accessibility through 
media and responsiveness) for effective market segmentation and targeting (Lamb et al., 2008), 
it is clear that Generation Y is a large, unique and an attractive market segment. But to gain more 
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understanding of their ultimate altitudes towards money, consumption and response to marketing 
efforts, more research is still needed to assess the full impact of socio-cultural, economic, 
political and technological changes on their demographics and psychographics (Kimberly, 2010; 
Paul, 2001). 
 
The varied external events each generational cohort has experienced during their formative years 
account for the unique character traits that exist between each cohort, and have created the 
essence of generational marketing (Schewe & Meredith, 2004). The next section will examine 
the definition and importance of generational marketing. 
 
2.4 The definition and importance of generational marketing 
Before defining generational marketing, it is important to first distinguish the terms cohorts and 
generations. Even though both terms refer to groups of people who are age related, they are not 
exactly the same (Meredith & Schewe, 1994). Generations Schewe and Noble (2000) explain, 
are formed when one begets children. The Depression Generation (born between 1912 and 
1921), for example, gave birth to the Baby Boomers (born between 1946 and 1964), who are the 
parents of Generations X and Y. The Depression Generation is given a cohort label because they 
became young adults by 1930 and 1939, when there was the great depression. 
 
Schewe and Meredith (2004:51) define cohorts as “groups of individuals who are born during 
the same time period, travel life together and experience similar external events during their late 
adolescent/early adulthood years”. These events (such as for example, economic changes, wars, 
political ideologies, social changes, technological innovations), referred to as defining moments 
influence people‟s values, attitudes, beliefs, preferences and buying behaviour – in ways that 
remain with them for their entire lifetime (Schewe & Meredith, 2004).  
 
Cohorts are thus defined by the external events that occurred during their formative years 
(Schewe & Noble, 2000). Formative years are those time periods in which individuals „come-of-
age‟ – approximately 17-23 years (Schewe & Meredith, 2004) or become „economic adults‟ 
(Meredith & Schewe, 1994). Unlike a generation that is usually 20 to 25 years in length, or 
roughly the time it takes for a person to grow and have children, the length of time between 
cohorts can be short or long, depending on the external events that define each cohort. If one, for 
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example, has to define a cohort when looking at World War 11, the cohort may span only about 
six years (Schewe & Meredith, 2004).  
 
Marketing to birth groups has been considered to be generational marketing, but Schewe and 
Noble (2000) recommend that cohorts be used for generational marketing. They define 
generational marketing as “an innovative segmentation technique that groups consumers into 
cohorts” (Schewe & Noble, 2000:130). Schewe and Meredith (2004:51) view generational 
marketing as “a fresh, innovative and highly successful approach, whereby a large number of 
potential consumers with strong, homogeneous bonds can be targeted, with the same (or very 
similar) product, distribution and communication programmes.”  
 
With generational marketing, Schewe and Meredith (2004:51) state that consumers and 
marketers benefit because of the efficiency in marketing. This technique provides the true value 
of age-group targeting, because the defining moments that create cohorts are what shape attitudes 
(especially toward money and saving), preferences for different products and services categories 
(Meredith & Schewe, 1994).  
 
Cohort-formed values, attitudes and preferences, according to the Meredith and Schewe (1994) 
report, do not change, as age and lifestyles change. The Depression Generation, for example, 
remained compulsive savers and risk-averse consumers throughout their lives, because they had 
experienced economic hardship in their early adulthood, or when they came-of-age (Schewe & 
Noble, 2000). 
 
Age-group-based analysis projected that the Baby Boomers, like the Depression Cohort, would 
save more as they aged, and as their incomes increase. This did not happen, because the 
Boomers‟ formative years coincided with a fiscal boom, quite unlike those of the Great 
Depression. With the interest rate that prevailed (as low as minus 4 percent) during Boomers 
formative years, it was more favourable to go into debt than to save. Boomers, thus, developed a 
positive attitude towards debt rather than saving. This attitude did not change much, even when 
they had children, and aged (Meredith & Schewe, 1994).  
 
Their attitude towards financial management, according to the intergenerational-influence (IGI) 
theory can be transmitted from parents to their children (Webster & Wright, 1999). The claim by 
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Roberts and Jones (2001) that the children of the Boomers (i.e., Generation Y) have been 
socialized into a culture of debt, rather than one of savings should therefore not be surprising. 
 
Cohort-based segmentation also gives marketers ideas on how to position and develop influential 
promotional campaigns for products and services that evoke memories of the past. Products, like 
cars, clothing, food, financial products, insurance, music, and other entertainment offerings have 
nostalgic appeals, especially when advertised using music, movie stars, or other icons with 
whom cohorts can identify in their „good old days‟ (Schewe, Meredith & Noble, 2000). Thus, 
nostalgia (people‟s orientation towards the past) marketing is being used to appeal to cohorts‟ 
emotional attachment to these products (Rindfleisch et al., 2000).  
 
Volkswagen successfully used nostalgia marketing by introducing the New Beetle around 1998 
(Kotler & Armstrong, 2004). The New Beetle was advertised with a strong nostalgia theme of: 
“if you sold your soul in the ‟80s, here‟s your chance to buy it back”. Even though the 
advertisement was targeted at the Boomers, it turned out to be a cross-generational hit. As many 
as 64,000 of the cars were sold during the first nine months after its introduction in the market 
(Kotler & Armstrong, 2004:196). 
 
Schewe et al. (2000) report that many companies are engaging in nostalgia marketing by using 
songs, logos and actual commercial footage from the past. For example, the James Brown‟s song 
“I feel good”, has been used to advertise a number of products, telling the target that “this is for 
you” (Schewe et al., 2000). 
 
As more children are born in deferring social-cultural, economic, political and technological 
conditions, new cohorts emerge in the marketplace – each with its own unique needs and wants. 
Marketers need to keep appraised of the changing value structure. A cohort analysis, Schewe et 
al. (2000) suggest, could help track and forecast the degree to which external events affect 
consumers‟ values, attitudes and resultant consumption behaviours. But what distinguishes an 
external event as a defining moment and a qualifier for cohort formation also raises questions – 
especially as different countries have experienced different defining moments. Schewe and 
Meredith (2004) recommend that countries form cohorts, if the events used comply with the 
requirements for cohort formation.  
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2.4.1 Qualifying factors for cohort formation 
 Coming-of-age events – Events which individuals have personally experienced and 
recalled happened predominantly when they were coming-of-age or during their 
formative years (17-23). These are those, which Schuman and Scott (1989) qualify as 
being suitable in forming cohorts. They believe that these events are likely to influence 
consumers well into their adulthood. For example, men who were asked to rate their 
preferences and impact for various types of women‟s apparel over the decades, highly 
rated the apparel that women wore when they (the men) were coming-of-age (Schewe & 
Meredith, 2004). 
 Mass communication – For a society to know and feel the impact of an event, the event 
should have been widely communicated through the various mass media, like radio, TV, 
and newspapers. Countries lacking these forms of communication hear of the events by 
word-of-mouth, thus reducing their credibility and impact on sentiments and values 
(Schewe & Meredith, 2004). 
 Literacy – Schewe and Meredith (2004) see education as having a profound effect on the 
existence and formation of cohorts. Illiteracy prevents any understanding of the impacts 
and implications of defining moments, and thus, the unlikelihood of influencing values. 
 Social consequences– An event would qualify as a cohort-defining one also when it has 
societal consequences. The death of JFK, according to Schewe and Meredith (2004), was 
labelled as a defining moment in America, because it stole optimism from the people 
during that period. 
 
Schewe and Meredith (2004) recommend that since the abovementioned conditions for cohort 
formation are present in most developed and some emerging countries‟ (for example, India, 
Lebanon, China, Brazil, South Africa) economies, these countries can use cohort segmentation to 
segment and target consumer markets. Each country‟s cohort may be different in dates, time 
lengths and values, depending on their defining moments (Schewe & Meredith, 2004). 
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2.4.2 South Africa’s defining moments and consequences 
In South Africa, the Truly South African Campaigners (2010) have provided a brief history of 
events that form South Africa‟s defining moments. These are outlined in Table 2.3. 
 
Table 2.3: Some of South Africa’s defining moments 
Events Date 
Creation of the African National Congress (ANC) to defend black Africans rights and 
freedoms 
1912 
Promulgation of the notorious Land Act that pushed black people from their farms 
into cities and towns to work 
1913 
The first World War 1914 -1919 
The Second World War 1941 - 1945 
The Afrikaners National Party gained independence from British rule 1948 
Apartheid (Separatism) was introduced  1950 
Black nationalism and protest against pass laws; the ANC was also banned. 1960 
South Africa became a republic under white and National Party rule 1961 
Nelson Mandela was imprisoned for life 1964 
Protesting for better education by black students 1976 
The prevalence of HIV AIDS 1980s to present 
The dismantling of the Apartheid system 1990 
First free and multi-racial elections that brought Mandela to power 1994 
Source: http://www.trulysouthafrican.com/brief-history.php 
 
Even though the events in Table 2.3 fulfil most of the requirements for cohort formation (for 
example, social consequences widely communicated), and have affected people‟s lives, and the 
mindsets and attitudes in South Africa, they have not been used to form cohorts. As a result of 
these events, the majority of South Africans have lived in poverty, crime and fear. Many families 
have seen the disappearance of their parents who were killed in the apartheid struggle, or are 
being killed by HIV and AIDS. 
 
Some children grew up in single-parents homes, because the men had left home to work in cities 
or at the mines. The migrant labour system and the concomitant dislocation of families in South 
Africa have, according to Philippe (2006), contributed to countless children being raised in 
single-parent and unstable households.  
 
The apartheid system gave the parents of the majority population (the Blacks) little access to 
education. They were, therefore, limited to menial jobs and had few opportunities for social or 
economic advancement (Management Today, 2008). Most South Africans, especially those born 
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during the apartheid years, have consequently had a childhood of limited family resources 
(material and emotional).  These factors can engender insecurity and low self-esteem, which 
subjects may try to overcome by developing beliefs about money and material possessions that 
reflect the symbolic ability of these objects to enhance self-esteem (Hanley & Wilhelm, 1992; 
Rindfleisch et al., 1997).   
Although Generation Y South Africans are the first generation to grow up in the post-apartheid 
era that has presented more opportunities for education, employment, and wealth creation, they 
have equally experienced well-publicized corruption and self-enrichment charges against top 
government and even church officials (Bevan-Dye, Dhurup & Surujlal, 2009). These life 
experiences may cause Generation Y to distrust public figures, and become materialistic, because 
they do not see future hope.  
 
2.4.3 Global defining moments 
Globally, there are some defining moments, which might have had a global impact on values and 
beliefs. Examples of some of these events are outlined in Table 2.4. 
 
Table 2.4: Examples of global defining moments 
Events Date 
The first World War 1914 -1919 
The Great Depression 1920s and 1930s 
The Second World War 1939 - 1945 
Cold War and the threat of nuclear war 1946 - 1953 
Advent of television 1940s and 1950s 
Energy Crisis 1970s 
Fall of the Berlin Wall 1989 
The development of the Internet 1990s 
The dissolution of the Soviet Union 1991 
The Gulf War 1991 
Source: Schewe and Meredith (2004:55) 
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The events outlined in Table 2.4 may have been experienced by many countries, but their impact 
and influence on values and behaviour may differ from country to country, depending on the 
cultural, religious, socio-economic, political and geographical differences. Considering, for 
example, the economic and political power of the U.K. and the U.S.A, the global defining 
moments outlined in Table 2.4 are regarded as important events that shaped the values of youths 
who came of age during those years (Schewe & Meredith, 2004).  
2.4.4 U.S.A defining moments and cohort descriptions 
In the U.S.A., most of the global defining moments have been used to form seven distinct 
cohorts. These are described in Table 2.5. 
 
Table 2.5: The U.S.A cohorts and their description 
Cohort profile Cohort description 
Depression cohort (1912-1921); Their 
formative experience was the Great 
Depression. 
They experienced economic strife, elevated unemployment 
rates during their formative years. Their money attitude is very 
conservative and financial security rules their thinking. 
Second World War cohort (1922-
1927); Their formative experience was 
World War 11. 
They work for the common good and were unified by the 
common goal of fighting the enemy. They are team-oriented 
and more patriotic than other generational cohorts.  
Post-war cohort (1928-1945); Their 
formative experiences were events after 
WW11. 
They experienced remarkable economic growth and social 
tranquillity, a time of family togetherness. They participated in 
the rise of the middle class, and sought a sense of security and 
stability. 
Leading-edge Baby Boomer cohort 
(1945-1954); The turmoil of the 1960s – 
the assassination of JFK, Martin Luther 
King, Jr., the Vietnam War were their 
formative experiences. 
They watched the first man walk on the moon. They also 
championed the civil and women‟s rights causes. They are 
nevertheless hedonistic and self-indulgent. 
Trailing-edge Baby Boom cohort 
(1955-1965); Their formative 
experiences were events during the first 
sustained economic downturn since the 
Great Depression. 
They witnessed U.S defeat in Vietnam, Watergate and Nixon‟s 
resignation, the oil embargo, and raging inflation. They are thus 
less optimistic, especially about their financial future than 
leading-edge Boomers. 
Generation X cohort (1965-1976); 
Their formative experiences were events 
during a time of economic and social 
instability and uncertainty. 
They are the Latch-key children. They matured during an era of 
soaring divorce, they married late; they accept cultural 
diversity, and value the quality of personal life rather than work 
life. They are individualists, cynical, do not like labels nor to be 
singled out and marketed to. They show an unmatched spirit of 
entrepreneurship. They do not like team-work. They prefer a 
lifestyle that provides freedom and flexibility. 
N Generation or Generation Y cohort 
(1977-1994); born and grew up during 
Growing up in the advent of the Internet, they will be the 
„engine‟ of growth over the next two decades. They are more 
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Cohort profile Cohort description 
the „Information Revolution‟ idealistic and social-cause oriented than Generation X. They 
are a pragmatic as well as an elusive consumer segment that 
have grown up in a media-saturated environment and are thus 
resistant to advertising efforts.  
Source: Schewe and Meredith (2004:54) 
 
From Table 2.5, it can be seen that American cohorts have been long defined and understood. 
Schewe and Meredith (2004) provide the assurance that these seven cohorts are distinct, 
internally homogeneous on values and heterogeneous between each cohort. This satisfies the 
requirements of an effective segmentation (Kotler & Armstrong, 2004). U.S. marketers have thus 
used these cohort classifications and characteristics to target some profitable consumer segments. 
In Schiffman and Kanuk (2004:456), it is reported that marketers particularly targeted Baby 
Boomers for the following reasons: 
 They are the single largest (78 million or 40 percent of Americans) distinctive cohort 
alive today. 
 They are responsive to marketing offerings, especially as they frequently make important 
consumer purchase decisions, since most of them hold a University degree, and occupy 
professional and managerial positions. 
 Even though they are aging, they hate it, and will try hard to look and feel young by 
patronizing cosmetics, apparel, entertainment and health products – in order to stay 
young. 
 They are consumption-oriented. The small, well-educated and rich sub-segment of this 
cohort – young upwardly mobile professionals (yuppies), are often associated and 
targeted with brand names like BMWs, Volvo, Mercedes Benz, Rolex watches, cable TV 
and other top food brands. 
 
By looking at the differences in purchasing behaviour, attitudes toward brands, and behaviour 
toward advertising between Boomers, Generation X and Generation Y, Schiffman and Kanuk 
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(2004:459) have made some comparisons between these three cohorts. These are presented in 
Table 2.6. 
 
Table 2.6: Comparison of some cohorts across marketing-related issues in the U.S.A 
Marketing issues Generation Y Generation X Boomers 
Purchasing behaviour Savvy, pragmatic Materialistic Narcissistic 
Coming-of-age 
technology 
Computer in every home Microwave in every 
home 
TV in every home 
Price-quality attitude Value-oriented: 
weighting price-quality 
relationships 
Price-oriented: 
concerned about the cost 
of individual items 
Conspicuous 
consumption: buying for 
indulgence 
Attitude toward brands Brand embracing Against branding Brand loyal 
Behaviour toward ads Rebel against hype Rebel against hype Respond to image-
building type. 
Source: Schiffman and Kanuk (2004:459) 
 
The differences in marketing-related issues exhibited by the three generational cohorts in Table 
2.6 are indicative of the different histories in which each of these cohorts has grown up. Unlike 
the Boomers who grew up in an era of family stability and general economic prosperity, the 
Generation X and Y consumers have been raised in an era when parents easily divorced; there 
was corporate downsizing, limited financial aid, and a weak job market. These situations pushed 
Generations X and Y to hold down jobs while in school and to contribute to family finances at a 
younger age (Wolburg & Pokrywczynski, 2001). 
 
Looking at the facts from Table 2.6, the result has been a more value-oriented attitude towards 
shopping. Marketers will thus have to adapt their offerings when serving the younger generation. 
To market to the pragmatic and savvy Generation Y consumers, Neuborne and Kerwin, (1999) 
advise marketers to use advertising campaigns that are unpretentious, and to use fashion models 
that look like regular teenagers. The description of Generation Y defining moments in the next 
section will present ideas on why this young cohort responds uniquely to marketing offerings. 
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2.5 Generation Y defining moments and resultant values, attitudes and 
personality 
The complexity and difficulty in holding Generation Y consumers‟ attention and loyalty is 
increasing businesses‟ eagerness to understand this big and powerful market segment (Paul, 
2001). In response to marketers‟ eagerness to understand Generation Y, a dozen demographers, 
sociologists and marketing experts in the U.S.A were interviewed on Generation Y‟s formative 
experiences (cultural and historical events), which could  affect this cohort‟s psychographics.  
 
2.5.1 Defining moments shaping Generation Y’s values and attitudes in the U.S.A. 
From the responses of the demographers, sociologists and marketing experts interviewed in the 
U.S.A., Paul (2001) compiled a list of events that could possibly become defining moments and 
shape Generation Y‟s future attitudes in the U.S.A. These are outlined and described in Table 
2.7. 
 
Table 2.7: Generation Y’s defining moments in U.S.A. 
Formative events and 
dates 
Description of events Values, Attitudinal and personality 
consequences 
Columbine in 1999 Random shootings at 
Columbine High School in 
Littleton, Colorado and 
subsequent news coverage of 
the event  
Generation Y now ranks violence in society and 
schools as the most feared events, more than 
even AIDS. The Columbine incident has 
created a bit more risk-aversion in teens and 
high values for personal safety. Teens are also 
more sceptical and mistrustful of the media, 
because of news media‟s intrusion into their 
personal space and misrepresentation of their 
views. No wonder they are sceptical and 
resistant to advertising efforts (Wolburg & 
Pokrywczynski, 2001). 
MTV established in 
1981 in the U.S.A. 
MTV is as old as Generation 
Y itself and it‟s the nation‟s 
youth culture network and 
“everything young people care 
about” (Kotler & Armstrong, 
2004:30) 
MTV and video games, Paul (2001:3) reports, 
“have created a propensity toward a type of 
visual style that speaks specifically and 
effectively to Generation Ys: loud graphics, 
rapid edits and moving cameras”.  
This video style has left Generation Y with 
shorter attention spans, chronic boredom, and 
attention deficit disorder. This generation has 
become visualizers (consumers who prefer 
visual information) as opposed to verbalizers 
(consumers who prefer written or verbal 
information) (Schiffman & Kanuk, 2004).   
Celebrity scandal – U.S. President Clinton‟s Teenagers saw Clinton as a hypocrite who did 
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Formative events and 
dates 
Description of events Values, Attitudinal and personality 
consequences 
Monica Lewinsky and 
OJ Simpson in the 
1990s 
sexual scandal and the African 
American football hero – OJ‟s 
scandal 
not uphold what he preached. Today‟s teens 
now have a questionable admiration for public 
figures and may not fully trust celebrity ads 
endorsers. The media coverage of celebrities‟ 
private lives has also led teens to be more 
conscious of their privacy and concerned about 
protecting their information.  
Diversity in the 1990s In the early 1980s, 
homophobia in high schools 
was rampant, but in the 1990s, 
there was an increasing 
diversity of America, probably 
because of globalization and 
the development of the 
Internet. 
This has changed where Generation Y looks for 
cultural information and styles. They have thus 
embraced not only ethnic and linguistic 
diversity, but are tolerant to household types 
including cohabitation, single-parenting, 
extended families and gay couples. With this 
attitude, college students had even predicted 
and believed that America could have a black 
president. 
The Presidential 
election crisis of 2000 
The U.S.A election that 
controversially brought 
President W. Bush to power 
It gave Generation Y the impression that they 
have an important but unheard voice. This 
created the need for their voices to be heard in 
every instance, including exchange and voting. 
Talk show/Reality 
TV/Internet 
With countless talk shows, 
there is the belief that 
everyone can be a star even 
for 15 minutes 
It has created a mindset that everyone deserves 
to have a say. With so many points of views 
from these channels, teens today are less likely 
to believe that there is only one answer to a 
solution. With the reality TV, teens have learnt 
to be participatory and interactive in 
transactions and communication. 
Source: Summarized from Paul (2001) reports 
 
The facts in Table 2.7, according to Paul (2001), are not really scientific, but they can affect 
beliefs, attitudes and preferences, which marketers can then use to predict how Generation Y 
consumers can respond to their actions and offerings.  
 
Information from Table 2.7 reveals that Generation Y consumers have grown up in an 
information-rich environment, have a strong regard for privacy, want their voice heard, and have 
limited faith in the ways things were done in the past. Berner and Van Tonder (2003) see 
Generation Y as a perfect product of postmodernism, especially as their profile fits that of a post-
modern consumer. 
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2.5.2 Characteristics of a post-modern era and its consumers 
Berner and Van Tonder (2003) report that postmodernism visibly surfaced from the 1970s, when 
Generation X consumers were coming-of-age and when Generation Y consumers were children. 
Generation Y‟s values and attitudes and ultimate consumption behaviour should have been 
therefore moulded by the facilities and events of the post-modern society. Postmodernism Berner 
and Van Tonder (2003) explain, is a useful term that provides some understanding of present-day 
consumption patterns, and is also capable of providing marketers with practical and meaningful 
insights into post-modern consumers‟ consumption behaviour. 
 
In the “disconnected and disjointed marketplace of post-modern consumerism” Dawes and 
Brown (2000:97) warn that consumers‟ characteristics and needs regarding products and services 
have drastically changed. Consumers want value for their money, and this value is not in terms 
of what marketers feel they can offer as improved products and services. It is what the consumer 
perceives as value. An understanding of what a consumer perceives as value comes from the 
knowledge of what a post-modern era and consumer characterize, and this knowledge is the key 
to gaining competitive advantage today (Dawes & Brown, 2000). 
 
From their comprehensive study of how different a modern consumer is from a post-modern 
consumer, Berner and Van Tonder (2003) provide a summary of the features of modern and 
post-modern eras. The summary is presented in Table 2.8. 
 
Table 2.8: Key characteristics of modern and post-modern eras 
Modern Era Post-modern Era 
Rational approach to life. Reason for 
purchase embodies utility. 
A more symbol-oriented and consumer-controlled age. 
People are more intuitive. 
Modern nation state, with central 
government and administration 
Post-industrial state and the breaking down of traditional 
concepts of economic and social institutions. 
Bureaucratic and formal hierarchies Fluid, fragmented and dynamic institutions (e.g., virtual 
organizations) with blurring of hierarchies. 
Industrial and capitalist society A society with both individual and organizational 
information overload. Markets are fragmented and unstable. 
Industrial mechanization and mass 
production, as well as stable markets and 
consumption patterns.  
Mass customization of production. Expanded range of 
product offerings and product categories. Unpredictable and 
volatile markets. 
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Modern Era Post-modern Era 
Production-oriented marketing philosophy. Consumer-driven marketing philosophy 
Innovation from improvement and 
refinement 
Innovation through new untested theories and views. 
Reliance on science and technology to 
create economic growth and progress 
Explosion of scientific knowledge through advanced 
communication and information technology. Focus on 
ideational, appearance and experience 
Social division in the form of classes Plurality of society with high levels of social diversity. 
Elevation of the individual at the cost of the community. 
Conformity, behavioural consistency and 
orderliness (adherence to rules and 
conventions). 
Diversity and fragmentation, liberation from conformity. 
Recognition and tolerance of differences. Multiculturalism 
and multi-ethnicity. 
Source: Berner and Van Tonder (2003:3) 
 
From Table 2.8, it is evident that there has been a shift from the rational and scientific way of 
thinking and production (modern era) to more intuitive and digital operations (postmodernism). 
This shift is thanks to the advancement in communication and information technology. While a 
modern consumer will value the functionality of products and services, a post-modern consumer, 
Berner and Van Tonder (2003) report, would be focused on the more intangible problem of 
building a sense of self or identity in a highly dynamic, complex and fragmented society. 
 
Berner and Van Tonder (2003:5) further describe a post-modern consumer as being a person 
who: 
 Is highly individualistic in his/her preferences for the consumption of products and 
services. 
 Will not conform to pressure for brand loyalty, especially as he/she has many choices and 
the freedom to move to other service providers. 
 Has a strong sense of immediacy and wants immediate gratification. 
 Wants facts and will discredit pretentious providers in any way possible. 
 Has varied sources of information and is techno-savvy. 
 Expects more than the product functionality. 
 Subscribes to many lifestyles that are often accompanied by highly incompatible value 
systems. 
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 Does not conform to traditional values of society and is unpredictable in his/her 
behavioural patterns. 
 
Generation Y is the „digital generation‟ that has experienced all of the political, economic and 
technological changes that characterize postmodernism. Thus, Berner and Van Tonder (2003) 
consider them as the first bona fide post-modern consumers.  
 
2.6 An Appraisal of the defining moments that have shaped cohorts’ 
psychographics 
By studying the processes whereby consumers can acquire skills, knowledge and attitudes 
regarding their consumption orientations, consumer socialization researchers have extensively 
examined the family, peers, the mass media and schools as all being important agents of 
socialization (Churchhill & Moschis, 1979; Moschis, 1987; Ward, 1974). Although their reports 
provide useful insights as to how consumers acquire consumption motives, values and attitudes, 
generational researchers are digging into further insights.  
The defining moments reported in this chapter indicate that even political upheaval, presidential 
and organizational behaviours, economic, science and technology also have parts to play in 
shaping consumers‟ values, beliefs, attitudes and behaviour. For example, events like the 9/11 
and the Columbine High School shooting can cause Generation Y consumers to believe that life 
is fleeting, and thus they should be impatient, self-centred, demanding, squanderers and non-
savers. In Table 2.9, a summary is provided of how political, economic, and technological-
defining moments reported have shaped, or may yet shape, consumers‟ attitudes and behaviours. 
 
Table 2.9: Summary of how some external events may shape marketing-related attitudes 
External Events Marketing-related attitudes 
Political events 
Wars 
Good Governance 
Peace and stability 
 
Patriotic attitude, team-oriented, ethnocentric. 
Trust in public figures, socially conscious. 
Optimism in financial future, saving attitude as well as 
increased consumption. 
Economic 
Recession 
 
Conservative money attitudes, positive attitude to saving. 
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External Events Marketing-related attitudes 
Boom 
 
Energy crisis 
Self-indulgent, materialistic attitudes, development of higher 
social classes and increased consumption. 
 
May cause cost-push inflation and value-for-money attitudes 
Technological 
TV 
Internet 
 
Multi-media 
 
Peer pressure, feelings of self-discrepancy, materialism. 
Too informed, demanding and opinionated consumers. 
Diversity, tolerance and value consciousness. 
Advertising clout and resistance 
Source: Researcher’s summary 
 
While the political, economic and technological changes depicted in Table 2.9 play roles in 
shaping consumers‟ beliefs, attitudes and consumption behaviour, there is also the change in 
family structure that has received little attention from the generational literature.  
 
2.7 Change in Family structure, a defining moment for Generation Y 
The 21
st
 century, Webster and Wright (1999) report, has seen a change in the role of the family 
and its structure. According to Huggins (2005), more than half of American children will spend 
some time growing up in a single-parent home. Of the Americans who grew up in disrupted 
single-parent family structures, Wolburg and Pokrywczynski (2001) regret that about 25 percent 
are Generation Y. This pushes this consumer segment to take considerable financial 
responsibility at an early age. This situation, Kotler and Armstrong (2010) report, is not different 
in South Africa. Single-parent family structures are growing in South Africa, because more 
women having children are choosing not to get married (Philippe, 2006).  
 
The rise in women taking a significant role in the workplace outside the home is also changing 
the family structure (Kotler & Armstrong, 2010; Webster & Wright, 1999). There is, therefore, 
the need to investigate how this changing family structure is impacting on consumers‟ attitudes 
and their ultimate consumption orientation (Rindfleisch et al., 1997). 
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2.8 Conclusion 
Although the size, uniqueness and attractiveness of the Generation Y consumer segment has 
been identified by retailers, researchers and the popular press, research is still needed to assess 
the full impact of defining external events on Generation Y‟s demographic and psychographic 
characteristics. So far, a review of the national and international literature provides sufficient 
information to label the Generation Y as individuals who are highly informed, do not conform to 
the traditional values of society, are pragmatic, culturally diverse and tolerant, want immediate 
gratification, and can easily see through advertising hype. 
 
Most Generation Y is at the stage of uncertainty (caused by transition from teens to young adults; 
some are leaving home for the first time to go to university or to establish their own homes); and 
they are more vulnerable to the impact any of the socio-cultural, political, economic, and 
technological changes have on beliefs, attitudes, values and ultimate consumption orientation. 
Consumer researchers have predominantly focused on the demographic characteristics of this 
emerging consumer segment (Nobel et al., 2009), without an empirical examination of what 
money attitudes and materialistic values these consumers have adopted, as a result of these 
external changes.  
Chapter 3 will lay the groundwork for the empirical measurement of Generation Y South 
Africans‟ materialistic values, by providing an overview of the meanings, implications and 
correlates of materialism.  
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CHAPTER 3 
 
A THEORETICAL OVERVIEW OF MATERIALISM 
 
3.1 Introduction 
Chapter Two examined the demographic and psychographic characteristics that make Generation 
Y an important market segment to this study and to marketers. It also described the formative 
experiences that have shaped different cohorts‟ unique psychological make-up and created the 
essence of generational marketing. It particularly discussed how Generation Y‟s formative 
experiences of political, economic, technological and social change have not only given them 
access to more education, disposable income, credit, many shopping channels and products, but 
may have influenced the development of their materialistic values (Bakewell & Mitchell, 2003). 
 
Materialism has long been of interest to consumer psychologists, consumer researchers, 
sociologists and economic psychologists, but there is little agreement on how the construct 
should be defined or conceptualized (Richins & Dawson, 1992), and on what causes or predicts 
materialism (Flouri, 1999). Critics of materialism have often seen negative consequences and 
blamed marketing activities for the growth of materialism – especially among young people. 
There is thus limited empirical work and knowledge of the antecedents and consequences of 
materialism (Larsen, Sirgy & Wright, 1999).  
 
This chapter will review the available literature on the conceptualizations, positive and negative 
consequences, and antecedents of materialism. Firstly, a definition of materialism will be 
provided. Thereafter, the various conceptions of materialism will be explored and the 
antecedents of materialism will be explained.  After the psychological predictors of materialism 
have been discussed, a proposed model for the antecedents of materialism will be outlined. 
 
3.2 The conceptions and consequences of materialism 
Materialism has generally been regarded as a Western trait (Chang & Arkin, 2002; Ger & Belk, 
1996; Watson, 2003) until cross-cultural analyses revealed that it is spreading from the West to 
the Third World. There was first the concern that Third World people who can barely afford 
adequate nutrition, increasingly desire luxury consumer goods for non-utilitarian reasons (Ger 
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&Belk, 1996). The concern has shifted to the rising level of materialism in children and 
adolescents (Chaplin & Roedder-John, 2007).  
 
Contemporary American children and Generation Y are reported to be the most materialistic and 
brand-oriented generation in history (Chaplin & Roedder-John, 2007), to the extent that brands 
and material acquisitions are increasingly being considered by this generation as a life goal 
(Achenreiner, 1997). According to Goldberg, Gorn, Peracchio, and Bamossy (2003), 
materialistic attitudes are affecting school performance. In response, school uniforms have been 
introduced in some U.S. schools to protect the self-esteem of those students from poorer 
financial backgrounds who cannot afford top-branded shoes and clothing.  
 
Corporate donations of school materials and equipment that feature brand advertisements have 
been banned in other schools (Chaplin & Roedder-John, 2007) because marketing activities are 
being blamed for the rise in materialism. What is materialism? Has materialism only got negative 
consequences? 
 
3.2.1 Definitions of materialism 
The concept of materialism has been viewed from a number of perspectives. Economists for 
example, view materialism as “an individual‟s real and desired relationship with economic 
goods”, or “the satisfaction one derives from the acquisition and possession of goods”, or “the 
intensity and the manner by which one pursues economic objectives” (Richins & Rudmin, 
1994:218). Sociologists describe materialism as “a personal value that encompasses concern 
with material things, competitiveness, and emphasis on making profit, as opposed to human 
wellbeing” (Flouri, 1999:708).  
 
The most prominent conceptions of materialism however, are those of consumer researchers like 
Belk (1985) who sees materialism as a personality trait. Richins and Dawson (1992) regard 
materialism as a value; while Inglehart (1990) has an economic and sociological view of 
materialism (Ahuvia & Wong, 2002). Another important aspect of materialism is whether it has 
positive or negative consequences (Claxton & Murray, 1994). For reasons that will follow, this 
study follows Richins and Dawson‟s (1992) view of materialism as a value, and regards 
materialists as “consumers who place material possessions and acquisition at the centre of their 
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lives, value possessions as a means of achieving happiness, and use possessions as indicators of 
success and status”. 
 
3.2.2 The conception of materialism as a personality trait 
The study of consumer behaviour prominently uses three different approaches: The 
psychoanalytic, neo-Freudian and trait theories to understand consumers‟ personalities 
(Schiffman & Kanuk, 2004). Freud‟s psychoanalytic theory, according to Schiffman and Kanuk 
(2004:150), works on the premise that human drives or motivation are largely unconscious in 
nature, and serve to motivate many consumer actions. The Neo- Freudian theory emphasizes the 
fundamental role of social relationships in the development of different personalities.  
 
The Trait theory postulates that individuals possess innate psychological traits, like variety-
novelty seeking, sensation-seeking, dogmatism, the need for uniqueness and cognition, 
innovativeness and materialism. These traits may be held in greater or lesser degrees (Schiffman 
& Kanuk, 2004:127, 130 & 150). Of these personality traits, materialism is attracting a lot of 
consumer researchers‟ interest, because it is uniquely identified with consumption, more than are 
any of the other personality traits and values (Richins & Rudmin, 1994).   
 
More so, material acquisition and possessions are winning the central place in people‟s lives 
throughout the world (Ger & Belk, 1999). 
 
Belk (1983, 1984 and 1985);  Ger and Belk (1996) mainly view materialism as a personality 
trait; and they distinguish materialists as being those who regard possessions as essential to their 
identities and lives, and non-materialists as those for whom possessions are secondary in 
importance. Belk (1985:265) defines materialism as “the importance a consumer attaches to 
worldly possessions”, and as comprising three personality traits, namely: envy, non-generosity 
and possessiveness.  
 
Belk (1985:291 & 292) describes the three materialistic personalities as follows:   
 Envy –This is an interpersonal attitude involving displeasure and ill will at the apparent 
superiority of another person in happiness, success, reputation or possession of anything 
desirable.   
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 Non-generosity –This involves an unwillingness to give possessions to or to share 
possessions with others. 
 Possessiveness –This is a tendency to retain control or ownership of one‟s possessions. 
 
Ger and Belk (1996) conducted a cross-cultural and qualitative study in twelve countries to 
confirm the reliability of Belk‟s (1985) scale. They found five similarities in how participants in 
the various countries (for instance, the U.S.A., Western Europe, Romania, Turkey, and India) 
understand materialistic consumption. Ger and Belk (1996:62) describe the cross-culturally 
shared understanding of materialism as follows: 
 Materialism is a competitive striving to have more than others. According to Ger and 
Belk (1996), this common view represents Belk‟s (1985) envy personality trait. 
 Materialists believe possessions will make them happy, as did the finding of Richins and 
Dawson (1992). 
 Materialists value possessions more than people, thus representing Belk‟s (1985) non-
generosity. 
 Materialists display an excessive, if not obsessive, desire to acquire, and keep 
possessions, including objects, people, and memories in the form of photos and other 
souvenirs, thereby representing Belk‟s (1985) possessiveness.  
 Materialism is a weakness displayed by insecure people; as was supported by Chang and 
Arkin (2002) via a quantitative study. 
 
Ger and Belk (1996:64) added preservation (the tendency to make events, experiences and 
memories tangible through photos and souvenirs) as a fourth materialistic trait from Belk‟s 
(1985) three materialistic traits of envy, non-generosity and possessiveness. 
 
Several other personality and behaviour traits have been linked to materialism. In addition to the 
four aforementioned materialistic traits, Fournier and Richins (1991) associated materialism with 
acquisitiveness, excessive status consciousness, condescension, compulsive consumption, 
disregard for others and social issues, self-centredness, a lack of principles, and interpersonal 
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detachment. Even though materialists tend to be unconcerned with others, they have been found 
to be other-oriented which is a personality trait with the tendency to look to others for direction 
on what is right or wrong (Schiffman & Kanuk, 2004:129) or to derive product satisfaction from 
audience reaction, rather than from product functionality (Flouri, 1999:708). 
 
Richins and Dawson (1992) are concerned with the use of personality traits to infer the presence 
of materialism; however, they credit Belk‟s (1985) work as being fruitful, because the theoretical 
linkages between his three personality traits (envy, non-generosity, possessiveness) and 
materialism were examined. Belk (1985) also used psychometric principles to develop his scales; 
but inconsistencies and reports of low-scale unreliability have been a limitation in Belk‟s (1985) 
materialism measures (Richins & Dawson, 1992).  
 
Ryan and Dziurawiec (2001) provide substantial examples of subsequent studies that have used 
Belk‟s (1985) scale and obtained inconsistent internal reliabilities. They concluded that the low 
reliabilities from the use of Belk‟s (1985) scale limit the value and reliability of research 
findings. 
 
3.2.3  The economic and sociological view of materialism 
Inglehart‟s (1990) conception of materialism, according to Ahuvia and Wong (2002), extends 
beyond Belk‟s (1985) consumer psychological view, because it employs economic and socio-
political hypotheses to define the dynamics of materialistic and post-materialistic (opposite of 
materialists according to Inglehart) societies or cultures.  
 
Inglehart (1990:66) uses Maslow‟s (1970) hierarchy of needs to define a materialistic society  as 
one with “a chronic focus on lower-order needs for material comfort and physical safety over 
higher order needs, such as self-actualization, belonging, aesthetic satisfaction, and quality of 
life”. He thus considers materialists as people who see lower-order needs like economic growth, 
low crime rates and strong national defence as important social values; as opposed to post-
materialists who place high importance on higher order social values like intellectual growth, 
protecting freedom of speech, giving people more say in the community, workplace and 
government decisions, and of having an impersonal society, where ideas matter more than 
money (Inglehart, 1990:67-68). 
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Inglehart‟s (1990) economic/scarcity hypothesis argues that adult materialism and post-
materialism are outcomes of formative experiences of economic deprivation/affluence or 
subjective feelings of economic insecurity/security, respectively. This means that if there were a 
short supply of lower-order needs, like sustenance and safety in an individual‟s formative years, 
the person would place a high value on material and financial success, rather than on self-
actualization in adulthood (Ahuvia & Wong, 2002; Flouri, 2004).  
 
Even though Inglehart‟s (1990) thesis primarily focused on the materialistic implications of 
formatively felt deprivation/affluence, he calls for a consideration of the social milieu that 
prevailed during a person‟s formative years. His socialization hypothesis of materialism thus 
argues that the degree to which formatively felt deprivation/affluence affect the development of 
materialistic/post-materialistic values depends on those values an individual has internalized 
through social interactions with peer groups, role models, the church and the media (Ahuvia & 
Wong, 2002). 
 
Ahuvia and Wong (2002) view Inglehart‟s (1990) arguments as the most influential (has 2,200 
academic citations) theory of materialism, especially as guidance is provided for an 
understanding of how materialistic tendencies develop. However, Richins and Dawson (1992) 
are concerned about the inference of materialism from measures of related constructs. They 
maintain that this creates a weakness in Inglehart‟s (1990) conception and measurement of 
materialism.  
 
Flouri‟s (2004) summary of Inglehart‟s (1990) scale, for example, revealed that out of 
respondents‟ ranking of four political goals (1. Maintaining order in the nation; 2.Fighting rising 
prices; 3.Protecting freedom of speech; and 4.Giving people more say in important government 
decisions), those whose first and second choices were the first and second goals were considered 
materialists. Post-materialists were those who ranked the third and fourth goals as their first and 
second choices.  From a consumer behavioural viewpoint, Richins and Dawson (1992) argued 
that these goals are distant from most consumers‟ daily concerns, and may not largely influence 
day-to-day consumption choices.  
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Webster and Beatty (1997) regard Inglehart‟s (1990) measurement of materialism as being 
indirect as compared with to Richins and Dawson‟s (1992) direct and value-oriented method of 
measuring materialism. 
 
3.2.4 The conception of materialism as a value 
Following Rokeach‟s (1973:5) definition of a value as “an enduring belief that a specific mode 
of conduct or end-state of existence is personally or socially preferable to an opposite or 
converse end-state of existence”, Richins and Dawson (1992:308) define materialism as “a set of 
centrally held beliefs about the importance of possessions in one‟s life.” Richins and Dawson 
(1992) thus suggested that materialists value possessions and their acquisition more highly than 
any other matters and activities in life. 
 
Just as a person‟s value guides his/her judgments, actions, attitudes, and comparisons across 
specific objects and situations (Rokeach, 1973:18), so too is Richins and Dawson‟s (1992:307) 
conception of materialism as “a value that guides people‟s choices and conduct in a variety of 
situations, including, but not limited to, consumption arenas”. The type and quantity of goods 
purchased and the allocation of a variety of resources, including time, would be, for example, 
influenced by the level of materialism (Richins & Dawson, 1992).  
 
Richins and Dawson (1992:310) measured the roles or values that people place on material 
acquisition and possessions through three dimensions of materialism:  
 Success – Materialists with a success focus tend to base their success and that of others 
on the number and quality of possessions they own. They thus desire a higher level of 
income and financial security to possess products that project the image of being 
successful. 
 Centrality – These materialists tend to place possessions and their acquisition at the 
centre of their lives. They regard material consumption as a goal in life, as giving 
meaning to life, and as providing an aim for all daily endeavours. They thus tend to 
worship things and devote their activities and behaviours toward acquiring and 
possessing things. Materialism can dominate these consumers‟ lives, until it “becomes a 
fever that consumes all potential energy it can get access to” (Csikszentmihalyi & 
Rochberg-Halton, 1981:231). 
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 Happiness –These materialists view possessions and their acquisition as an essential 
means of gaining personal wellbeing or life satisfaction. The belief that increased levels 
of consumption will lead to increased amounts of pleasure and happiness sometimes 
leaves these materialists disappointed – to the extent that this disappointment becomes a 
source of dissatisfaction in life – when they eventually do not get the desired happiness 
(Belk, 1985).  
According to Richins and Dawson (1992), it is the single-minded pursuit of happiness through 
possession rather than through other means, like personal relationships and intellectual 
achievements, that distinguishes a materialist from a non-materialist. Holt (1995) also suggests 
that materialists believe that value inheres in consumption objects rather than in experiences and 
in people.  
 
Considering that materialists are strongly attached to their possessions, Richins (1994), Holt 
(1995) and Rindfleisch et al. (2000) investigated the possessions that are most important to those 
“high” on materialism. They found that high materialists love high status, costly and publicly 
visible possessions, unlike low materialists who cherish possessions that carry remembrances of 
their relationships.  
 
3.2.5 The preferred materialism view and scale 
Conceptually, Belk‟s (1985), Inglehart‟s (1990) and Richins and Dawson‟s (1992) materialism 
scales are valuable. Considering that a number of studies have adopted Richins and Dawson‟s 
(1992) scale in different countries, and have recorded stronger coefficient alphas ranging from 
0.73 to 0.88, it is regarded as a more established measure of materialism (Dittmar, 2005; Ryan & 
Dziurawiec, 2001). However, two common ideas run through Belk‟s (1985), Inglehart‟s (1990) 
and Richins and Dawson‟s (1992) conceptions of materialism. These researchers view 
materialism as a focus on individualistic goals over the collective wellbeing (Flouri, 2004). 
 
This study, as mentioned before, will however, view, define and measure materialism in the 
context of Richins and Dawson‟s (1992) conception of materialism. This is because their 
materialism scale has produced a stronger reliability; it measures materialism directly and not by 
inference from related constructs; and it recognizes a view (the importance attached to material 
possessions) commonly held by other researchers of materialism. 
 61 
 
 
3.2.6 The positive consequences of materialism 
Materialism has some positive value for individuals, businesses and society (Richins & Rudmin, 
1994). Materialistic individuals are viewed as people who work hard and for longer hours – in 
order to earn more money, to satisfy their desire for goods, instead of using that time for leisure 
activities (Richins & Dawson, 1992). Their high levels of production and consumption can thus 
increase not only businesses‟ profits, but can generate capital for research and development, 
which will also, in turn, lead to greater productivity, technological breakthroughs and higher 
living standards for all (Richins & Rudmin, 1994). 
 
Goldberg et al. (2003) found that youths who were materialistic tended to shop more, have more 
knowledge about products and services and are most responsive to advertising and promotional 
efforts. They can thus be early adopters, trendsetters, and opinion leaders among their friends 
and peers.  
 
Tuan (1980:474) states: “Our fragile sense of self needs support; and this we get by having and 
possessing things because, to a large degree, we are what we have”. Belk (1988) used this 
notion to suggest that possessions help adolescents and adults to manage their identities and to 
create or maintain a sense of self and the past. Materialism can thus play a functional role not 
only in self-definition, but in repairing self-esteem and in buffering stress from difficult life 
transitions (Belk, 1988).  
 
Burroughs and Rindfleisch (1997) also found that material objects can be instrumental in 
reducing the stress children face when parents separate or divorce, because the material 
possessions can restore a sense of stability, permanence, identity, control and a positive self-
image. According to Roberts, Tanner and Manolis (2005), the role materialism plays in the 
family disruptions-stress relationship depends on the materialism dimension. The happiness 
dimension of materialism for example, has both a mediating and a moderating effect on the 
family disruptions-stress relationship, while the success dimension showed a direct and 
salubrious effect on family stress levels (Roberts et al., 2005). 
 
Human self-concept or identity resides in highly valued objects more than in individuals 
(Claxton & Murray, 1994). Rochberg-Halton (1984:335) thus states:“…valued material 
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possessions … act as signs of the self that are essential in their own right for its continued 
cultivation; and hence, the world of meaning that we create for ourselves, and that creates 
ourselves, extends literally into the objective surrounding”. 
 
Individuals‟ material possessions and attachment somehow express their private (for instance, 
emotions, desires, personal values, memories, impulses etc), public (family relationships, social 
roles, national, ethnic and religious affiliations) and desired self to others (Webster & Beatty, 
1997). A private value of fun and excitement in life, for example, can be perceived by a person‟s 
ownership of a large assortment of recreational equipment. Public values like Christianity and 
marriage can be expressed or deduced by how much a person values his or her Bible or wedding 
ring, respectively (Richins, 1994).  
 
Marketers can use insights into the private and public meanings consumers attach to possessions 
to understand consumption behaviour (Belk, 1988), design promotional messages, target 
customers and sell their products.  
 
Socially, the importance people attach to material acquisition and consumption can provide an 
avenue for the integration of consumption communities. Highly loved brand names have often 
produced feelings of belonging and community among the purchasers (Claxton & Murray, 
1994). Owners of Harley Davidson motorcycles have, for example, formed a friendship 
community across cultures. The owners celebrate the Harley-Davidson‟s Bike Week every year 
across America and other countries, including South Africa.  
 
Harley Davidson is a “dearly loved” motorcycle, because the manufacturer does not only make 
good bikes, but provides the owners with the opportunity to renew their spirits and announce 
their freedom, independence and power (Kotler & Armstrong, 2004). If these end goals are not 
met, then a high level of preoccupation with the acquisition and ownership of material objects is 
simply for the sake of possessing them. Csikszentmihalyi and Rochberg-Halton (1981:231) 
termed this type of materialism terminal (detrimental) as opposed to instrumental (when material 
objects are used as a means of achieving some higher ends). 
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3.2.7 The negative consequences of materialism 
Materialism has been predominantly associated with negative connotations and consequences 
(Ryan and Dziurawiec, 2001). Belk (1985) warns that materialism‟s association with self-
centredness, envy, greed, miserliness can lead to some negative outcomes like unhappiness. 
Individuals who pursue material wealth have personal strivings for power (desires to impress, 
control and manipulate others) and tend to forego investment in intrinsic values like family, 
friends, contributions to the community and self-actualization (Kasser & Ahuvia, 2002; Kasser & 
Ryan, 1993).  
 
Kasser and Ahuvia (2002) contend that the pursuance of intrinsic over extrinsic (for instance, 
material success, fame and image)values lead people to engage in activities and experiences 
which would probably satisfy their psychological needs and thus lead to life satisfaction or 
wellbeing. Their study of business students in Singapore shows that those who had strongly 
internalized materialistic values also reported higher levels of unhappiness and lower levels of 
self-actualization. Goldberg et al. (2003) found that young people‟s heightened focus on 
materialism in the U.S.A. led them to have negative attitudes toward school; and consequently, 
they performed poorly in school. These attitudes, Goldberg et al. (2003) suggest, could push 
them to be sexually promiscuous, to become drug addicts; and some could eventually commit 
suicide.  
 
Materialistic consumers, Wang and Wallendorf (2006) report, tend to be easily dissatisfied with 
costly and status signalling products, like durable watches, cellphones, sunglasses and flashy cars 
– despite their love for these products. Lower satisfaction with once-loved status products 
emerge when new designs are introduced in the market. The ones in possession are immediately 
rendered out-of-fashion, especially as they no longer communicate the public meanings they 
were purchased to accomplish. Even upon purchase of their new status products, Wang and 
Wallendorf (2006) found, that highly materialistic consumers may be dissatisfied when they find 
out that the price was marked down anyway. Some, with the possession of their loved products, 
are unhappy – if they cannot afford a new version in the market. 
 
Unlike non-materialists, who are content with far less in life, and can accept low-paying social 
service work, materialists have an insatiable desire for higher-paying professions and higher 
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incomes. With these attitudes, some go to the extent of committing crimes to increase their 
wealth. They end up having relatively low levels of wellbeing, and happiness; and they are more 
likely to become depressed (Roberts, et al., 2005).  
 
Watson (2003) asserts that the numerous wants for consumer goods, travel and recreation can 
push materialists‟ savings into the background, and cause them to accumulate huge debts. He 
reports that materialistic attitudes caused the U.K. to register household debts of £666 billion in 
1999. The U.S. non-mortgage debt stood at $1.3 trillion in 1998; and Canada‟s average personal 
debt in 1998 was greater than the average disposable income (Watson, 2003). By February 2007, 
household debt in South Africa stood at about R750 billion greater than the government‟s 
national annual budget of R600 billion in that year (Naidu, 2007).  
 
Increased numbers of consumers filed for personal bankruptcy, because of their inability to settle 
their debts in the U.S. (Richins & Rudmin, 1994; Roberts & Jones, 2001).  
 
Materialism does not only deplete one‟s personal income, but also has negative consequences on 
the natural environment, because nature‟s resources are being used at unnecessarily high rates to 
satisfy the incessant material wants of materialists (Richins & Rudmin, 1994). Ahuvia and Wong 
(2002) also report that high levels of material consumption are the driving force behind 
ecological degradation. 
 
The inability of individuals to achieve their materialistic ideals, Richins and Rudmin (1994) 
suggest, has partly contributed to disturbances in the U.S. and Western European social systems. 
Some of these nations‟ individuals develop resentment and intolerance for ordinary citizens, 
immigrants and other out-group members. In some Third World countries, increasing 
materialism and the desire for Western goods have reduced the consumption of locally produced 
goods on which their economy depends; thereby increasing unemployment and producing a 
negative balance of payments (Richins & Rudmin, 1994). 
 
Assessing the balance between private and public spending over the last decade, Schor (1998) 
noted that support for public goods and services, like education, health services, taxes, public 
safety, recreation and culture have been squeezed or eroded in support of private spending on 
material comforts. Goldberg et al. (2003) thus recommend that youth‟s materialistic orientation 
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be monitored, because if they hold materialistic values, this could not only affect the balance in 
the private and public choices they make in future, but may reflect how antecedents, like 
socialization, socio-economic and developmental processes are influencing the development of 
their materialistic values. The next section will examine the biological predictors of materialism. 
 
3.3 The antecedents of materialism 
Given the widespread concerns with materialism, researchers are studying the antecedents of 
materialism. Considering that materialism is an ambiguous construct (Flouri, 1999), and that 
there is no conclusive integrated theoretical framework of materialism, researchers have used a 
wide variety of theoretical perspectives to generate ideas on what causes materialism (Larsen et 
al., 1999). Materialism, according to Muncy and Eastman (1998), does not easily lend itself to 
testing for its causality; but as Flouri (1999) and Larsen et al. (1999) recommend, reviewing the 
research on the innate, individual and consumer socialization differences can provide valuable 
information on how materialistic values are formed or have developed.  
 
3.3.1  Innate Antecedents of materialism 
Larsen et al. (1999) propose that biological factors, like gender and age, can explain some degree 
of an individual‟s tendency to become materialistic.  
 
(a) Gender differences in materialism 
Females‟ greater interest in people and males‟ in objects (Larsen et al., 1999) are giving 
researchers the idea that males may be more materialistic than females. Csikszentmihalyi and 
Rochberg-Halton (1981) explained this possibility through males‟ tendency to value intrinsic, 
instrumental functions of objects, and females‟ tendency to value relationship-enhancing 
functions of objects. Churchill and Moschis‟ (1979) report on adolescent boys‟ and girls‟ wishes, 
support the idea that males may be more materialistic. Their report shows that boys‟ wished for 
personal aggrandizement and achievement, while girls wished for social and family relations. 
 
Gender differences in materialism were also found when Beutel and Marini (1995) developed 
three measures of value orientation, namely: compassion (concern and responsibility for the 
wellbeing of others), materialism (emphasis on material benefits and competition) and meaning 
(philosophical concern with finding purpose and meaning in life). Beutel and Marini (1995) 
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found that males were more likely to be materialistic, while females showed a tendency to be 
compassionate and find purpose and meaning in life throughout the period from the mid-1970s 
and the early 1990s (period when Generation Y were born and reared) and across social class 
subgroups.  
 
Flouri‟s (2004) direct measurement of gender differences in materialism shows that boys scored 
higher in materialism when compared with girls. 
 
(b) Age differences in materialism 
Developmental psychologists like Piaget (1973), hold the view that the tendency to be 
materialistic is a developmental process. Considering that children may be more possessive, 
envious and non-generous, Larsen et al. (1999) proposed that children are likely to be more 
materialistic than young adults, while young adults are generally more materialistic that older 
adults.  Churchill and Moschis (1979) also saw a positive relationship between an adolescent‟s 
age and the intensity of their materialism.  
 
Based on sociological theory, they explain that as adolescents mature, they strive for 
independence from their parents. They thus spend more time interacting with peers or increase 
the frequency of their television viewing, all of which affect the development of materialistic 
values (Moschis, 1987). Flouri‟s (2004) findings also show that there is a positive relationship 
between age and materialism. 
 
Contrary to the views that materialism increases with age, Chaplin and Roedder-John (2007) 
found that materialism increases from middle childhood (8-12 years) to early adolescence (12-13 
years) and declines from early to late adolescence (16-18 years). Self-esteem, Chaplin and 
Roedder-John (2007) argue, drops dramatically around ages 12-13, and then rebounds with the 
approach of late adolescence. Thus, a self-esteem change over different age groups is what 
accounts for materialism and not the age differences per se.  
 
Achenreiner (1997) examined the materialistic attitudes of children across a wide age span, 
ranging from children of elementary school age, through junior and senior high school age. 
Despite the numerous developmental changes (For instance cognitive, psychosocial and social 
developments) taking place, as children pass through these stages; her findings indicated that 
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materialism is a relatively stable trait, varying marginally with age. Postman‟s (1994) analyses of 
the role of media in the developmental processes could provide some explanation for 
Achenreiner‟s (1997) findings.  
 
Postman (1994:144) stated: “Children‟s ready access to mass media opens the secrets of 
adulthood to them and minimizes any differences in knowledge, perspective, and ultimately 
behaviour between children and adults”.  
 
Achenreiner (1997) also investigated and found that children‟s susceptibility to influence from 
peers was powerful enough to increase their likelihood of holding materialistic attitudes. Chaplin 
and Roedder (2007) highlight the fact that socialization agents like peer group, media and family 
–often thought to affect the development of materialistic values in young people –wield their 
influence indirectly through their impact on the individual‟s level of self-esteem. 
 
c) Birth order differences in materialism 
Reviewing research on the privileges that firstborn children have over siblings born later, 
Churchill and Moschis (1979) proposed that the exclusive affection of parents for their firstborn 
children may cause them to identify with parental or family consumption values and orientations. 
The family, according to Churchill and Moschis (1979), socializes children toward an economic 
consumption orientation. Children born later may more frequently interact with peers who may 
rather socialize them towards a social or materialistic orientation. 
 
3.3.2 Consumer socialization into materialism 
While biological factors play a role in predicting materialism, views on the development of 
materialistic values, especially in young adults like Generation Y are, according to Benmoyal-
Bouzaglo and Moschis (2010), mainly based on socialization (from peers, mass media and 
family). This section deliberates on the consumer-socialization processes. 
 
Ward (1974:2) defined consumer socialization as “processes by which young people acquire 
skills, knowledge, and attitudes relevant to their functioning as consumers in the marketplace”. 
Unlike socialization research that focuses on influences affecting children‟s general 
development, Ward (1974) reiterated that the focus of consumer socialization is on the 
acquisition of consumption-relevant skills (like budgeting, pricing), knowledge (of brand 
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attributes and shopping outlets), and attitudes (toward products, brands, and sales people) that are 
necessary for direct and indirect (purchase through motivators) enactment of the consumer role. 
 
Various studies have revealed the understanding of how consumption skills, norms, attitudes and 
knowledge are acquired, by focusing on the role of television (Churchill & Moschis, 1979), peer 
groups (Achenreiner, 1997), and the family influence and communication (Grossbart et al., 1991; 
Moschis, 1985) as socialization agents. Ward (1974) recommended the consideration of a socio-
economic structure whereby children can be socialized as well. The following discussions are on 
how these socialization agents affect the development of materialistic values. 
 
(a) Television viewing and materialism 
The mass media, like the television, are reported to be playing an important role in socializing 
consumers into materialism. Churchill and Moschis (1979), as well as Pollay (1986), found that 
TV viewing and advertising reinforce materialistic ideals in young people. Roberts (1998) 
estimated that teenagers, on average, spend about 21 hours per week watching TV. The TV 
portrays affluence, luxurious settings, clothing styles and fashionable brands as being desirable, 
and a whole desirable way of life. The disparity between the appearances, surroundings and 
possessions shown on TVs and the viewers‟ actual state could easily create a sense of 
deprivation and a desire to compensate with material acquisition and possessions (Roberts, 
1998). 
 
According to Moschis‟ (2007) mechanistic view on human capital, consumers are reactive and 
develop knowledge from the external environment. Young people can learn expressive aspects of 
consumption from TV and their peers (Moschis, 1987). Their duration and frequency of 
exposure to consumption-rich portrayals through TV shows and characters could well affect the 
strength of their orientation toward materialism (Moschis, 2007). 
 
Television viewing can also foster the development of materialistic values through TV 
advertisements‟ consistent conveyance of messages that project products as solutions to 
problems. Some advertisements persuade viewers to think that self-worth can be gained from 
possessions (Goldberg et al., 2003; Roberts, 1998). Advertising has thus received more attention 
and criticism for being the most powerful cause or promoter of materialism. Considering that 
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young people and the poor watch more TV than other age and income groups, Larsen et al. 
(1999) proposed that young people and the poor are likely to be more materialistic.  
 
In the U.S. for example, Goldberg et al. (2003) estimated that massive media advertisements, 
promotion, public relations and packaging targeted at adolescents not only aim to capture their 
dollars, but are also driving them to become preoccupied with materialism.  
 
(b) Peer influence and materialism 
John (1999) and Moschis (1987) consider peers as another source that provides information and 
role models for emulation – especially among young people. Young people can learn the 
symbolic meaning of products, conspicuous consumption and materialistic attitudes from peers 
(Churchill & Moschis, 1979). The degree of consumer susceptibility to peer influence, which 
Achenreiner (1997:84) describe as “the predisposition to identify with or enhance one‟s image in 
the opinion of peers through the acquisition and use of products and brands”, will, however, 
depend on the consumer‟s self-confidence, self-monitoring and frequency of communication 
with peers regarding consumption matters. 
 
People who lack self-confidence and have low self-esteem are more likely to be susceptible to 
peer influence (Bearden, Netemeyer, & Teel, 1990), and as a result, they may adopt materialistic 
values (Achenreiner, 1997). High self-monitors (individuals with greater sensitivity to notice and 
modify one‟s behaviour from external cues) are more susceptible to peer influence (Achenreiner, 
1997:84) and more likely to be materialistic (Browne & Kaldenberg, 1997). 
 
The frequency of communication with peers regarding consumption matters could be expected to 
increase one‟s susceptibility to influence and the strength of one‟s materialistic values (Churchill 
& Moschis, 1979). Even though this type of informal interpersonal communication on 
consumption could affect consumption orientations like materialism, Moschis (1985:898) stated 
that “…it is the family context of interpersonal communication that is believed to have the 
greatest influence in consumer socialization”.  
 
(c) The family as a socialising agent of materialism 
Research on the role of the family in consumer socialization has focused on the processes 
through which young people acquire skills, values, attitudes, and behaviours from their parents, 
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in the process of family communication (Benmoyal-Bouzaglo & Moschis, 2010; Moschis, 1985) 
and how the frequency of shopping with children (co-shopping) can affect consumption 
orientations (Grossbart et al., 1991). This section looks at how these family roles can lead to 
materialism. 
 
 Children’s acquisition of consumer skills 
While adolescents and teenagers may more often look to their friends for models of acceptable 
consumption behaviour, preadolescents acquire their consumption values, norms and attitudes 
through the observation of their parents and siblings. The consumption orientation that the 
adolescent eventually adopts from family will depend on the frequency of communication with 
parents on consumption matters (Churchill & Moschis, 1979) and the consumption orientation of 
parents themselves (Goldberg et al., 2003).  
 
According to Churchill and Moschis‟ (1979) report, adolescents who frequently communicate 
with parents on consumption matters are more likely to adopt a rational or economic 
consumption orientation. However, if parents are materialistic, their children will tend to be 
materialistic as well (Goldberg et al., 2003). Generation Y, Goldberg et al. (2003) suggest, may 
become materialistic, simply because their Baby Boomer parents were preoccupied with material 
acquisition and accumulation.  
 
The findings of Kasser, Ryan, Zax, and Sameroff (1995) showed that mothers who highly valued 
financial success relative to other aspirations, had children with similar aspirations. This finding 
is supported by the identification theory which suggests that values are learned through a process 
of identification with important others (friends, parents, and others in one‟s culture) in one‟s life 
(Kasser, Koestner & Lekes, 2002). 
 
 Consumer socialization through co-shopping 
Grossbart et al. (1991) studied the role of the family in consumer socialization from the 
perspective of co-shopping. Grossbart et al. (1991:157) and Schiffman and Kanuk (2004:350) 
point out that co-shopping (usually when mother and child shop together) give children not only 
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the opportunity to acquire in-store shopping skills, knowledge of product features and to learn 
comparison shopping, but is a way of spending time with children as well. 
 
Using Churchill and Moschis‟ (1979) notion that families play an important role in teaching the 
functional/economic aspects of consumption, Grossbart et al. (1991) proposed and found that 
heavier co-shoppers have the highest economic motivation for consumption and the lowest 
materialism scores compared with moderate and light co-shoppers. However, if children assess 
that their mother‟s involvement in their lives and affairs has generally been poor, and they 
perceive inter-parental conflict, they will tend to be materialistic (Flouri, 2004).  
 
Inter-parental conflict, Flouri (2004) explains, disrupts good parenting and accentuates feelings 
of insecurity, both of which are related to materialism. 
 
 Consumer socialization through parental style 
There is much evidence to suggest that certain parental styles promote or deter the development 
of a person‟s values. According to Ryan and Deci‟s (2002) self-determination theory, some 
environments are more successful in satisfying individuals‟ psychological needs and giving them 
the opportunity to grow, while others are not. Kasser et al. (2002) propose that people‟s 
psychological needs for autonomy and relatedness are well satisfied when the environments they 
grew up in have provided love, encouragement, and acceptance of their unique perspective and 
desires in life. People, whose need for autonomy was satisfied, grow up holding intrinsic values 
like self-expression, self-actualization, intimate relationships with others, and community 
support rather than extrinsic values like financial success and materialism. 
 
Children whose parents‟ communication style was cold, controlling, rejecting and – 
opportunities were not given for intimacy and self-expression (as opposed to those whose 
parental style was warm, and democratic) grow up attaching importance to extrinsic values like 
materialism (Kasser et al., 2002). The empirical work of Kasser et al. (1995) on this proposal 
showed that teenagers growing up with warm, democratic mothers were more focused on self-
acceptance, affiliation and community values; whereas those with cold, controlling mothers had 
a greater likelihood of endorsing values of financial success. 
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Children in the study of Cohen and Cohen (1996), whose parents were more punishing and 
possessive, scored higher on materialistic values. 
 
 Consumer socialization in high- and low-income families 
Since Ward (1974) posed the question on the socialization processes that occur in low-income 
families, equivocal findings have emerged. Ward (1974) proposed two possibilities from a 
learning theory viewpoint: 
i. Children from low-income families may have inadequate consumer skills compared with 
those from upper-income homes, because their experiences with money, awareness of 
different consumer goods and opportunities with consumption have been limited. Here, 
Ward (1974) was suggesting that they may not be rational shoppers, but would rather 
conform to social norms that are likely to promote the importance of symbolic 
consumption, such as materialism. 
ii. Children from low-income families may be more likely to become highly skilled 
consumers, because they have had to learn the disciplined use of scarce resources. An 
economic or rational consumption orientation is suggested here. 
Churchill and Moschis (1979) support the first view, by arguing that families in the upper and 
middle social class, as opposed to lower-income families, are more likely to closely supervise 
their children‟s consumption activities – in an effort to socialize them into their desired class 
norms. Contrary to this view, the empirical findings of Kasser et al. (1995) portray the view that 
mothers from less-advantaged socio-economic circumstances equally monitor their children‟s 
consumption activities. They tend to socialize their children to value financial success over self-
acceptance values.  
 
The differences in materialism between children in lower-income and upper-income families, 
according to Kasser et al. (1995), exist because children from socio-economically disadvantaged 
backgrounds are less likely to have had their autonomy and psychological needs satisfied. The 
findings of Cohen and Cohen (1996) support those of Kasser et al. (1995) by suggesting that the 
lower-income children would be more likely to concern themselves with materialistic values, 
based on emotional insecurity, coupled with the desire to impress others. Despite these facts, 
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Flouri (2004) noted that theoretical work on the relationship between family circumstances, 
family structure and materialism is still underdeveloped.  
 
The next section, nonetheless, reviews the available empirical studies on the relationship 
between family structures and materialism. 
 
d) The types and impact of family structures on materialism 
By 1997, extant consumer research and marketing literature on consumption behaviour still 
focused almost exclusively on the role of the traditional two-parent or intact family structure 
amidst family sociologists‟ extensive publication of the link between disrupted families and a 
number of antisocial behaviours (Rindfleisch et al., 1997). Rindfleisch et al. (1997:312) define a 
disrupted or non-intact family structure as “the dissolution of a two-parent family due to divorce 
or separation”. 
 
Instead of the simplistic “intact” and “non-intact” family structure distinction made in most 
studies, Hill et al. (2001:273) divided family structures into five categories: 
 The „two-parent family‟–the children living with both biological or adoptive parents;  
 The „mother-only family‟ – the children living with the biological or adoptive mother and 
no other person aged more than 21 years other than a sibling;  
 The „mother-with-stepfather family‟ – the children living with the biological mother or 
adoptive mother and her husband or cohabiting partner, who is neither the child‟s father 
nor the adoptive father;  
 The „mother-with-grandparent(s) family‟– the children living with the biological mother 
or adoptive mother and with at least one grandparent, but not the biological or adoptive 
father or stepfather; other adults may be present in the home;  
 „Other living arrangements‟– consisting essentially of the children living with the father 
only, and relatives of other than parents or grandparents and non-relatives.  
According to Hill et al. (2001), the family structure in II and IV above appear to be those with 
the most detrimental consequences for children, particularly if experienced during adolescence. 
These family structures are often characterized by lower economic resources; because women, 
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with whom most children live when there is a parental separation, earn much less than men 
(Rindfleisch et al., 1997).   
 
Some women may work extra hours to make up for the lost income from the absentee father. 
They thus spend less time with their children, and are less likely to support them emotionally and 
to teach and supervise their behaviour. Being at a stage during which their identity is being 
established, inadequacy in family resources (materially and emotionally) may further hamper 
adolescents‟ identity (Roberts et al., 2003) and weaken their emotional security (Hill et al., 
2001), all of which may lead to materialism (Chang & Arkin, 2002; Dittmar, 2005; Ger and 
Belk, 1996). 
 
Rindfleisch et al. (1997) modelled the impact of disrupted family structures (single-parent as a 
result of divorce) experienced before the 18
th
 birthday on later-life consumption orientations of 
materialism and compulsive buying. They selected materialism and compulsive buying as 
appropriate consumption-related constructs for investigation for the following reasons: 
 A significant number of researchers regard these constructs as important by-products of 
our consumer culture; 
 There is a strong theoretical basis for suspecting that these constructs may be linked to a 
disrupted family structure. This was found in both the family sociology and consumer 
behaviour literature. 
Rindfleisch et al. (1997) found that young adults of 20 to 32 years old, who had experienced 
family disruptions, compared with those from intact families, scored significantly higher on both 
materialism and compulsive buying measures. Family stressors (perceived impact of the stressful 
family events on respondents‟ life while growing up) and family resources (material and 
emotional) mediated the relationship between the family structure and compulsive buying, but 
not materialism.  
 
Recognizing that the outcomes and implications of family disruptions may vary for different age 
groups, Roberts et al. (2003) re-examined the model of Rindfleisch et al. (1997) by means of a 
sample of adolescents from the ages of 11 to 15 years.  Contrary to the findings of Rindfleisch et 
al. (1997), Roberts et al. (2003) found no support for the direct relationship between family 
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disruption and compulsive buying. In terms of materialism, Roberts et al. (2003) additionally 
found that the perceived stress from family disruption mediated the family structure-materialism 
relationship for only the happiness dimensions.  
Further research by Roberts et al. (2006), using a sample of older adolescents of ages 16 to 19, 
revealed that family structure did not only affect compulsive buying directly, but its impact on 
materialism extended beyond the happiness dimension of materialism to include the centrality 
and success dimensions.  
 
Benmoyal-Bouzaglo and Moschis (2010) also adopted the life-course perspectives to assess the 
effects of disrupted family events experienced during adolescent years on the later-life 
materialism of young French adults. Contrary to the U.S. findings, no relationship was found 
between disrupted family events and materialism. Flouri‟s (1999) U.K. study did not find any 
relationship between family structure and materialism. Could this be as a result of differences in 
cultural values? Benmoyal-Bouzaglo and Moschis (2010), for example, contend that in France, 
the display of material possessions may not always be a socially acceptable norm. 
 
e) Cross-cultural differences in materialism  
Consumer research studies commonly view materialism as an individual phenomenon, but there 
are differences in materialism within and across various cultures (Clarke & Micken, 2002; 
Webster & Beatty, 1997). Larsen et al. (1999) described a materialistic culture or nation as one 
in which most people value material possessions highly. Turkish consumers, for example, were 
found to be more materialistic than American and European consumers, because of their cultural 
history of valuing prosperity (Ger & Belk, 1990).  
 
A number of variables have been used to explain why there are cross-cultural differences in 
materialism. Researchers report that cross-cultural differences in materialism can be attributed to 
a nation‟s political ideology, religious beliefs and affiliations, the level and content of advertising 
(Larsen et al., 1999), cultural values of either individualism or collectivism (Kitayama & 
Markus, 1992), and socio-economic inequalities (Roth, 1995a). 
 
Politically, Larsen et al. (1999) suggested that people in nations that relatively value economic 
freedom or embrace free-market economic systems over a redistributionist ideology, are more 
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likely to be materialistic, because there are limited or no restrictions on the quantity and quality 
of property that people can own.  
 
Larsen et al. (1999) are also of the opinion that Protestant nations are likely to be more 
materialistic than Catholic nations, because Protestants tend to view material blessings as a sign 
of God‟s grace, to the extent that they diligently seek material wealth. Catholic nations, on the 
other hand, have traditionally honoured the more frugal lifestyle of the monastery as a spiritual 
ideal (Larsen et al., 1999).  
 
People in countries that allow high levels of advertising, especially the transformational 
(involving symbols of social status, wealth and conspicuous consumption) advertisements, are, 
according to Larsen et al. (1999), likely to be more materialistic. Eastern Asian consumers‟ 
attraction to high image, high status advertisements and products like Chanel, Gucci, Louis 
Vuitton, have raised the suspicion that they may be more materialistic than their Western 
counterparts (Wong & Ahuvia, 1995), especially as there is a positive relationship between status 
consumption and materialism (Eastman, Fredenberger, Campbell & Calvert, 1997). 
 
Webster and Beatty (1997) conducted an empirical study that compared the level of materialism 
between Thai and American consumers. Their findings reveal that Thai consumers are more 
materialistic than American consumers and distinctly place more importance on the success 
dimension of materialism. While the American consumers place more importance on the 
possessions that reflect the private self, the Thai counterparts place more importance on 
possessions that reflect the public self. This is, supposedly, because Thailand embraces the 
cultural value of collectivism (Komin, 1991) as opposed to Americans who are individualists 
(Kitayama & Markus, 1992).  
 
However, the report of Burroughs and Rindfleisch (2002) states that there is a negative 
relationship between materialism and collective-oriented values, and the report that 
individualism positively correlates with materialism (Wong, 1997) raises questions about the 
claim of Webster and Beatty (1997) that Thais are more materialistic. Thailand, according to the 
cross-cultural study of Ger and Belk (1996) on twelve nations, was one of the countries labelled 
as being least materialistic.  
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The cross-cultural comparison of Eastman et al. (1997) and that of Clarke and Micken (2002) 
consistently found Mexicans to be the least materialistic because they embrace a collectivist 
culture (followers of social norms, form relationships, make decisions, and initiate behaviours 
dependent on others).This is in contrast to individualistic cultures (people‟s tendency to value 
personal and individual time, freedom, experiences and to make decisions independent of others 
- Roth 1995a:165).  The analysis of Hofstede (1984) on South Africans‟ cultural value illustrates 
their emphasis on individualism. Would this cause South Africans to be materialistic, as 
suggested by Wong (1997) in this author‟s individualism-materialism positive relationship 
hypothesis? 
 
Socio-economically, regions have been assessed in terms of their “modernity”, which Roth 
(1995a:168) defined as “a measure of the institutions and organizations that provide life 
experiences for members of a society”. One aspect of modernity that relates to consumption is 
disposable income. Disposable income indicates the amount of resources consumers allocate to 
goods and services (Roth 1995a). Common views hold that when resources are limited, 
consumers use goods and services to satisfy their most basic, functional needs. As resources 
increase, so does the consumers‟ willingness to spend money on products that satisfy more 
symbolic than sensory needs (Roth 1995a).  
 
Contrary to the common view, Douglas and Isherwood (1979) found that the products and 
brands chosen by consumers with limited resources served non-utilitarian functions, such as 
symbolic acquisition and communication of social distinction, particularly status. Such concern 
with status display is even more important in developing countries, where interpersonal 
relationships are of primary importance (Ger, Belk & Nicoletta-Lascu, 1993). Given this greater 
salience of status markers in developing societies, several explanations for non-local products 
acquiring higher status than local products come to mind.  
 
Firstly, in developing countries, imports are usually more expensive and scarcer than local 
products, making them more desirable from a reference group standpoint (Bearden & Etzel 
1982). In Zimbabwe, for example, Burke (1996) found that foreign items had an association with 
elite power and privilege. People in the Democratic Republic of Congo were found to purchase 
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status and hedonic goods when functional ones would have seemed more appropriate. Low-
income earners will tend to buy more expensive brands – in order to show off (Friedman, 1990).  
 
Secondly, Batra, Ramaswamy, Alden, Steenkamp, and Ramachander (2000) report that 
consumers in developing countries are relatively less affluent than those in developed countries. 
This can, quite naturally, create a sense of insecurity and inferiority, which Batra et al. (2000:85) 
suggest can be overcome by “emulating the apparently glamorous Western consumption 
practices and lifestyles and purchasing the brands they are exposed to through movies and TV 
channels, Western tourists, their own workers who have gone overseas, and their travels 
abroad”. 
 
Ger and Belk (1996:58) term the act of imitating the more extravagant consumption of 
economically developed consumers – by less economically developed nations – a demonstration 
effect. The demonstration effect is more prominent when regions become more modern and their 
exposure to material culture increases, thus motivating people to both desire the goods they see 
being consumed in Western cultures, and to purchase those products that associate them with 
other cultures and societies (Batra et al., 2000). High levels of modernity also foster more 
individual and self-awareness values, which are associated with need for self-enhancement, 
personal fulfilment and materialism (Roth 1995a). 
 
Ger and Belk‟s (1996) exploration of materialism in twelve countries; they found Romanians to 
be most materialistic, followed by Americans, New Zealanders, Ukrainians, Germans and Turks. 
Sweden was the nation with the lowest score on materialism. An explanation for the high levels 
of materialism in Romania, Ukraine and Turkey is the dramatic and sudden change in these 
countries‟ economic and political environments. Sudden urbanization or commercialization, Ger 
and Belk (1996) noted, can increase materialism.  
 
Romanians, for example, saw a sudden leap from 15 years of severe deprivation of basic items 
like food, heat, water, electricity and gas to the exposure and influx of Western goods and 
services after their 1989 revolution. In the same vein, Management Today (2008:45) reports the 
following on South Africa‟s rapid growth of a middle class: “…nowhere else has a new middle 
class emerged as rapidly, largely as a result of a single, very sudden, comprehensive socio-
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political economic disruption caused by the absolute termination of a pervasive system called 
apartheid”. 
 
In most societies, the Management Today (2008) report continues, it takes four to five 
generations for a group to rise from poverty to an affluent middle class; but in South Africa, it 
took less than 15 years for a considerable proportion of the population to rise to middle class 
status. Larsen et al. (1999) proposed that the more rapidly and recently people‟s attainment of 
higher class status, the more materialistic they are likely to become. One thus questions whether 
a significant proportion of young South Africans, like Generation Y who have rapidly and 
recently risen from lower class status to middle class would necessarily become materialistic. 
 
Sweden, Ger and Belk (1996) maintain, scored lowest in materialism because they have an 
aristocratic tradition along with social democracy and fairly equally distributed income. Is this 
suggesting that the massive income inequality in South Africa and questionable social 
democracy would encourage South Africans to be materialistic? The research findings of Chang 
and Arkin (2002:389 & 390) show that perceived anomie (beliefs that society lacks clear 
guidelines for behaviour and reliable sanctions for illegitimate acts) in society may encourage the 
endorsement of materialistic values, because materialism may supply purpose and meaning to 
life. 
 
Research findings suggest that consumers‟ materialistic desires are stimulated not only by 
relative socio-economic deprivation and insecurities (Ger et al., 1993; Inglehart, 1990), but 
mainly by the psychological problems they create. Whitebeck, Simons, Conger, Lorenz and 
Huck (1991), for example, investigated the direct and indirect effects of family economic 
hardship on the self-esteem of adolescents. They found that the family‟s economic hard times 
were detrimental to early adolescents‟ self-esteem – not because of the economic situation per se, 
but because the economic hardship diminished the psychological support these children got from 
their parents.  
 
The next section will thus examine the psychological perspectives of materialism. 
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3.4 Psychological predictors of materialism 
The development of materialistic values is not only based on socialization processes, but also on 
psychological processes (Benmoyal-Bouzaglo & Moschis, 2010). Much of contemporary 
consumer behaviour seems to be geared towards the purchase of goods and services – not for 
economic and utilitarian purposes, but for psychological benefits (Dittmar, 2005). Yet, very 
limited consumer research has been conducted to explain the psychological causes of 
materialism.  
3.4.1 Life satisfaction: cause or consequence of materialism? 
Studies on the psychological correlates of materialism have mainly focused on the psychological 
consequences rather than the causes. Researchers have consistently proven that there is a 
negative relationship between materialism and psychological wellbeing or life satisfaction (Belk, 
1984, 1985; Kasser & Ahuvia, 2002; Kasser & Ryan, 1993; La Barbera & Gurhan, 1997; Richins 
& Dawson, 1992). Kasser and Ahuvia (2002:138) go as far as suggesting that “materialistic 
ambitions, even when successfully pursued, are relatively empty in terms of potential wellbeing 
benefits”. Their research findings show that highly materialistic business students in Singapore 
also reported low levels of self-actualization, together with increased unhappiness and anxiety.  
 
Ryan and Dziurawiec (2001) found that even adults in Australia who scored high in materialism 
were less satisfied with their „life as a whole‟ and with specific life domains, such as standard of 
living and family life (satisfaction with spouse/partner/children) than the less materialistic 
individuals. Other researchers are questioning whether dissatisfaction in life is the cause of 
materialism, or the result thereof (Flouri, 2004). Those who are dissatisfied in life, Flouri (2004) 
suggest, may turn to a materialistic orientation in an effort to find happiness. 
 
A materialist, according to Richins and Dawson (1992), is one who seeks for happiness through 
the acquisition and possession of material objects. An answer, therefore, to the psychological 
factors that have robbed materialists of happiness could provide some suggestions to the 
psychological predictors of materialism. Sharma and Malhotra (2010) suggest that happiness 
originates from individual characteristics, such as personality traits, self-esteem, and a sense of 
humour; as well as from social support, economic and physical wellbeing. From these 
determinants of happiness, self-esteem has been consistently labelled as a powerful predictor of 
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materialism (Burroughs & Rindfleisch, 1997; Chaplin & Roedder-John, 2007; Moschis, 2007; 
Richins & Dawson, 1992). Its definition and ability to predict materialism will be discussed next. 
 
3.4.2 Self-esteem as a predictor of materialism 
Self-esteem is a person‟s positive or negative evaluation of his/her self-worth; and it has been 
defined as “the disposition to perceive oneself as competent to cope with life challenges and be 
deserving of happiness” (Adediwura, 2007:213). According to Fournier and Richins (1991), and 
Richins and Dawson (1992), people with lower feelings of self-worth become materialistic 
because they are caught up in an endless cycle of acquiring material goods in the hope of 
compensating for their feelings of insecurity and in searching for happiness. 
 
If low self-esteem is a predictor of materialism, Kasser, Richard, Charles and Kennon (2004) 
recommend that experiences that induce feelings of insecurity and low self-esteem should be 
investigated, in order to get a deeper understanding of how materialistic values develop. Dittmar 
(2005) uses the self-completion theory of Wicklund and Gollwitzer (1982) to explain what 
causes self-discrepancies or a lower sense of self-worth. Dittmar (2005:836) describes Wicklund 
and Gollwitzer‟s (1982) theory of self-completion as the act of judging one‟s own self-worth in 
terms of competences in some self-identified domains. This process is termed self-definition.  
 
Self-definition may expose self-discrepancies, which Dittmar (2005:836) defines as the disparity 
between how an individual sees her/himself (actual self) and how s/he would ideally wish to be 
seen (ideal self). Individuals who perceive shortcomings in their self-concept or a sense of 
incompleteness in a self-identified domain are motivated to compensate. One of the strategies 
that individuals use to compensate for self-discrepancies could be the acquisition and usage of 
material goods that symbolize those aspects of the self felt to be still lacking.  
 
Tennis playing beginners, who were committed to the game, for example, were found to more 
likely indulge in branded tennis clothing than expert players, to convince them and others of their 
competence. The larger the perceived gap between the ideal self and the actual self, the greater 
the level of materialism (Dittmar, 2005). 
 
Family psychologists, like Hill et al. (2001), believe that disruptive family mechanisms, such as a 
decrease in family resources (like food, clothing and emotional support) and stress (in terms of 
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family reorganizations of roles prompted by parental divorce) are aspects that weaken emotional 
security and self-esteem. Thus, consumer researchers who have modelled family disruption, and 
its effects on materialism, have generally speculated that children reared in stressful disrupted 
families with inadequate family resources become materialistic, because these circumstances 
impair their self-esteem (Burroughs & Rindfleisch, 1997; Rindfleisch, et al., 1997; Roberts et al., 
2006; Moschis, 2007). These claims are yet to be empirically proven, however. 
 
Benmoyal-Bouzaglo and Moschis (2010) thus examined the mediating effect of self-esteem on 
the relationship between disruptive family events and materialism, using young French adults. 
No relationship was found between self-esteem and disruptive family events; neither, was it 
found with materialism. This finding does not only contradict previous views (for instance, those 
of Richins & Dawson 1992; Chang & Arkin, 2002), but it signals the fact that not all individuals 
possessing low self-esteem will necessarily use material possessions to convey their self-worth to 
others. Assuaging low self-esteem with material possessions may be limited to cultures that place 
a greater emphasis on material possessions (Chang & Arkin, 2002). 
 
3.5  A proposed model of the reviewed antecedents of materialism 
Larsen et al.(1999) proposed a model of the antecedents and consequences of materialism. They 
suggested a number of innate, individual and cross-cultural factors that can cause and result from 
materialism. The conceptual model of Churchill and Moschis (1979) suggest that, adolescents‟ 
socialisation into materialism, social and economic motivation, are based on antecedents, such 
as, the television, peers and the family of the individuals.  
 
Ger and Belk (1996) mainly provide explanations of how and why some nations are more, or less 
materialistic. Flouri‟s (1999) integrated model of consumer materialism focused on how 
economic socialization, like family money management and maternal values can help predict 
materialism in adolescents. Social psychologist (Dittmar, 2005), family psychologists (Hill et al., 
2001) and some consumer researchers (Chang & Arkin, 2002; Richins & Dawson 1992; 
Rindfleisch, et al., 1997) posit that low self-esteem or self-discrepancies can act as a powerful 
motivator for materialism.  
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A review of these researchers‟ proposals and findings provides the possibility of summarizing 
and introducing an updated model of the innate, individual socialization, cross-cultural 
socialization and psychological antecedents of materialism. Figure 3.1 presents the proposed 
model, together with the summarised literature findings. It also highlights the positive and 
negative consequences of materialism. 
 
 
 
Figure 3.1 shows that an understanding of the antecedents and consequences of materialism is 
embedded in diverse variables or domains of study. While the innate, individual and cross-
cultural explanations of materialism have received a lot of researchers‟ attention, the 
psychological predictors still require more study.  
 
 
 
Figure 3.1: Proposed model of the antecedents and consequences of materialism 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Summarized by researcher from overview of literature on materialism 
Antecedents of materialism 
 
Materialistic 
Values: 
 
- Happiness 
- Success and status 
- Centrality 
 
Materialism consequences 
 
Positive consequences 
- Contribution to business profits and 
societal standard of living 
- Materialists are trendsetters, early 
adopters and opinion leaders 
- Material objects are self-repairers and 
identity constructors 
- Family stress buffers 
- Private and public self-indicators 
- Provider of a sense of belonging 
 
Negative consequences 
- Source of unhappiness 
- Lower self-actualization 
- Poor school performance 
- Easy dissatisfaction with products and 
life 
- Insatiable desire for higher income 
- Debt accumulators 
 - depletes natural resources 
- Intolerance 
- Neglect of public goods in favour of 
personal gratification. 
Innate factors 
- Gender 
- Age 
- Birth order 
Individual socialization 
- TV viewing 
- peer influence 
- Parental values 
- Co-shopping 
- Parental style and communication 
- Family ability to satisfy needs 
- Family socio-economic level 
- Family structure 
 
Cross-cultural socialization 
- Political ideology 
- Religious beliefs and affiliation 
- Level and content of ads 
-cultural values of 
individualism/collectivism 
-Socio-economic inequality 
- Rapidity in social class upliftment 
Psychological factors 
- Happiness 
- Self - esteem/self-discrepancies 
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3.6 Conclusions 
The diverse definitions and conceptions of materialism, from Belk (1985), Inglehart (1990) and 
Richins and Dawson (1992) support Flouri‟s (1999) notion that materialism is an ambiguous 
construct. As a result, no conclusive integrated theoretical model was constructed to explain its 
predictors, especially as various researchers have focused on different domains of the causes of 
materialism. In addition to discussing each of the views researchers hold on what predicts or 
causes materialism in this chapter, an updated model was proposed which summarizes the 
reported antecedents, and consequences of materialism. 
 
From all of the models of materialism reviewed, the impact of one important psychological 
factor – money attitudes – was absent. Richins and Rudmin (1994) also noted that, the 
relationship between materialism and money attitudes has not been investigated, despite the fact 
that people low and high in materialism may logically differ in the meaning and values they 
attach to money. Chapter Four will thus examine this relationship, as well as assess how 
childhood family experiences can affect money attitudes. 
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CHAPTER 4 
 
MONEY ATTITUDES AND THE LIFE-COURSE APPROACH IN 
UNDERSTANDING MATERIALISM 
 
4.1 Introduction 
In Chapter Three, a theoretical overview of materialism was conducted by examining the 
conceptions, antecedents and consequences of materialism. The literature review and discussions 
on the innate, consumer socialization and psychological predictors of materialism revealed that 
the psychological perspectives on how materialistic values develop have received inadequate 
attention.  
 
Benmoyal-Bouzaglo and Moschis (2010) examined the psychological perspectives of 
materialism in the light of how childhood family experiences drive later-life psychological 
outcomes (for example, self-esteem), which in turn either deter or promote the development of 
materialistic values.  Lim et al. (2003) also suggest that individuals‟ level of materialism depends 
on the psychological consequences of past-life experiences, such as money attitudes. According 
to Gurney (1988), money attitudes begin in childhood, remain into adulthood, and influence later 
behaviours related to money.  
 
Ward (1974) and Moschis (2007) thus advocated the use of the life-course approach to 
understand the effects of past or childhood experiences on later-life attitudes and consumption 
orientations, such as materialism. 
 
This chapter will, therefore, evaluate the theoretical perspectives on the life-course research that 
are useful in predicting individuals‟ money attitudes, and which in turn, will affect their level of 
materialism. The chapter starts by examining the categorization, dimensions and measuring 
scales of money attitudes, followed by an assessment of whether the theoretical perspectives of 
the life-course paradigm can predict money attitudes. It ends with an evaluation of the probable 
influences money attitudes have on the development of materialistic values.  
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4.2 The categorizing and profiling of money attitudes 
Categorizing people according to their money attitudes is of growing importance to 
organizational behaviour specialists, psychologists, sociologists, anthropologists and behavioural 
finance specialists. Much effort has thus been exerted to develop the basic distinctive dimensions 
underlying people‟s money attitudes (Lim et al., 2003).  
 
Organizational behaviour specialists use these dimensions to profile employees. The profiles 
assist in the design and implementation of compensation systems and in understanding job 
attitudes and action (Lim, 2003). Economic psychologists seek to understand people‟s money 
attitudes in the assessment of how economic transformations are affecting people‟s development 
of emotional and symbolic view of money (Bonsu, 2008; Durvasula & Lysonski, 2010). 
Developmental psychologists are interested in understanding the varied meanings of money as 
people transit from childhood to adulthood (Mitchell & Mickel, 1999). 
 
Behavioural finance specialists investigate people‟s money attitudes to assess their propensity to 
save (Medina, Saegert & Gresham, 1996), predict loan default tendencies (Sunhil & Kauship, 
2010) and stock investment interests (Keller & Siegrist, 2006). Sociologists and anthropologists 
investigate the cultural meanings and societal consequences of how money is viewed and used 
(Rose & Orr, 2007). Even family economists and psychologists are investigating young people‟s 
money attitudes, so that parents, family members and financial educators can have the right 
information when teaching and assisting the youth in important and inevitable financial choices 
(Sybrowsky, 2007).  
 
Research on money attitudes in the marketing discipline has however been limited (Durvasula & 
Lysonski, 2007), even though it can potentially influence a wide variety of consumer behaviours 
(Rose & Orr, 2007). Bonsu (2008) and Burgess (2007) suspect that the outcomes of consumer 
behaviour, like credit card abuse, compulsive buying behaviour, rising records of consumer debt 
and bankruptcy – may emanate from high scorers of certain money attitude dimensions. High 
scorers of the power-prestige money attitude, Bonsu (2008), for example predicts, may develop 
materialistic tendencies because of their belief that money can grant them access to power, status 
and success.  
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Changing attitudes towards money, according to Robert and Jones (2001), are an important 
catalyst behind the spread of the consumer culture. These changes will be even more important 
in emerging consumer markets (ECMs), such as South Africa, where the forces of 
industrialization and modernization are advancing and should be transforming people‟s money 
attitudes (Bonsu, 2008; Burgess et al., 2005; Durvasula & Lysonski, 2010).  
 
4.2.1 The Definition of Money attitudes 
Considerable effort has been devoted in developing the dimensions and scales with which to 
measure people‟s money attitudes (Lim et al, 2003), but no clear definition of money attitudes 
has yet been provided. Money, stated Wernimont and Fitzpatrick (1972:218), “means different 
things to different people”; thus, it is difficult to provide a singular meaning of money attitudes 
(Oleson, 2004). Notwithstanding this difficulty, Burgess (2007:682) defines money attitudes as 
“interpersonal, attitudinal [affective, behavioural, cognitive] beliefs that express [individual, 
collective, mixed] values concerned with money [independence….quality] and are evaluated in 
importance [very important to very unimportant] in order to guide behaviour within the context 
of money and money situations”.  
 
Burgess‟ (2007) definition mentions that money attitudes express both individual and collective 
values, as well as guiding behaviour within money contexts. Gurney (1988) also suggested that 
people‟s attitudes and feelings about money motivate all their behaviours related to money. Yet 
most research on money attitudes has either focused exclusively on the individual differences of 
the meaning of money (see for instance, Mitchell & Mickel, 1999) or has mostly examined the 
descriptive nature (in terms of income, age, gender and education) of people‟s money attitudes 
(Baker & Hagedorn, 2008; Furnham, 1984; Roberts & Sepulveda, 1999; Tang, 1992; Yamauchi 
& Templer, 1982).   
 
A society or group of people – rather than only an individual – can develop varied money 
attitudes that shape many spheres of consumers‟ life (Burgess, 2007; Durvasula & Lysonski, 
2010).For the purpose of this study, money attitudes may be defined as “the meanings, 
importance, feelings, values and beliefs an individual or a group of individuals attach to money, 
which guide their money-related behaviours”.  
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4.2.2 The history of developing money attitude dimensions 
The study of money attitudes is relatively new (Sybrowsky, 2007), even though money-related 
behaviour, like conspicuous consumption, has been studied for over 100 years (Veblen, 1899). 
Researchers have focused on the economic (rational) view of money (money viewed primarily as 
a medium of exchange) until they received criticisms from psychologists who reckon that money 
takes on a number of other emotional and attitudinal meanings – including good, evil, respect, 
power, achievement, anxiety, freedom, love and security (Furnham 1984; Goldberg & Lewis, 
1978; Wernimont & Fitzpatrick, 1972; Yamauchi & Templer, 1982;).  
 
Supporting this view, Krueger (1986:3) wrote: “Money is probably the most emotionally 
meaningful object in contemporary life; only food and sex are its close competitors as common 
carriers of such strong and diverse feelings, significances, and strivings”. 
 
 Many attempts have thus been made to investigate the full and diverse dimensions of money 
attitudes. One of the first empirical attempts to profile people‟s money attitudes was made by 
Wernimont and Fitzpatrick (1972). They hypothesised that, groups of persons who are clearly 
differentiated on the basis of their life experiences would also differ in the symbolic meanings 
they attach to money. They employed a semantic differential scale to survey 11 groups of 
subjects, ranging from employed secretaries, managers, technical people, sales representatives, 
and a group of religious sisters working in hospitals, to unemployed trainees and university 
students.  
 
These subjects were asked to express from 40 adjectives, such as good/bad, 
important/unimportant, secret/public, democratic/undemocratic, their feelings whenever they 
thought of money. 
 
Wernimont and Fitzpatrick‟s (1972) principal components factor analysis of responses produced 
seven factors that represent the dimensions of money‟s meanings. The seven dimensions were 
“shameful failure”, “social acceptability”, “pooh-pooh attitude”, “Moral evil”, “comfortable 
security”, “social unacceptability”, and “conservative business values”.  
 
The factor, “shameful failure” was the largest and most dominant theme, involving 15 of the 40 
adjectives. It symbolizes money as negative, something that indicates failure and a source of 
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embarrassment and degradation. Wernimont and Fitzpatrick (1972) suggested that high scorers 
of this factor may tend to view money as a source of worry and anxiety, especially if one does 
not have much of it. 
 
The “pooh-pooh” attitude was another negative view of money, even though it was less 
emotional than the “shameful failure” and “moral evil‟s” negative view of money. High scorers 
on the “pooh-pooh” attitude factor view money as not very important, satisfying or attractive. It 
also indicates a weakness and lack of professionalism. Wernimont and Fitzpatrick (1972) found 
that the hospital religious sisters and trainees scored higher in the negative views of money, even 
though they did not fully express their feelings of social unacceptability, distrusting and 
unhappiness with money.  
 
Wernimont and Fitzpatrick‟s (1972) results showed that subjects‟ work experiences, socio-
economic level, and gender tend to influence their money attitudes. The employed for example, 
viewed money much more positively as desirable, good, useful and important, unlike the 
unemployed, and even university students, who took a tense, worrisome, unhappy view of 
money. In contrast to the popular notion that money is more valued by poor than rich people, 
Wernimont and Fitzpatrick‟s (1972) found that the most affluent groups scored higher on the 
“comfortable security” factor (highly positive, more practical, economic, and materialistic value 
attached to money) than did the less affluent. 
 
Even though there has been no further research validating or using Wernimont and Fitzpatrick‟s 
(1972) scales, their study has, however, demonstrated that there are significant differences in the 
meanings attached to money across biographical lines, and that people‟s attitudes toward money 
are multidimensional. 
 
Another attempt to categorize different money attitudes in the 1970s was done by Goldberg and 
Lewis (1978). Four money personalities were identified, namely: 
 Love dealers - These people see money as a means whereby love can be bought, sold or 
traded, thus affecting their interpersonal emotional commitment. 
 Security collectors – They highly distrust people, thus compulsively save money, so that 
they will be independent of people and, in turn, reduce their anxiety levels. 
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 Power grabbers – They feel that money is exclusively the source of power and strength. 
They thus strive to amass wealth, in order to have control over people and to avoid an 
experience of helplessness and humiliation. 
 Autonomy worshippers – They hoard money with the feeling that they can buy or fight 
for freedom, especially as they fear the need to depend on other people. 
 
Goldberg and Lewis (1978) did not psychometrically evaluate their taxonomy of money attitudes 
through empirical assessment (Hayes, 2006). Furnham (1996), however, saw their money 
attitudes dimensions as unconscious motivations (Freudian theory) that could guide money-
related behaviour. Goldberg and Lewis‟ (1978) work thus form the theoretical basis under which 
Furnham (1984) and Yamauchi and Templer (1982) developed items with which they could 
empirically measure their money beliefs and behaviour (MBBS) and money attitudes scales 
(MAS), respectively. These two scales, Baker and Hagedorn (2008) contend, have been the most 
widely used.  
 
4.2.3 The money attitudes scale (MAS) 
The pursuit of a psychometric scale to measure money attitudes led clinical psychologists, 
Yamauchi and Templer (1982) to develop a money attitude scale (MAS). They generated 62 
items that would measure the three dimensions (security, retention, and power-prestige) of 
money attitudes on a seven-point Likert scale, using 300 subjects from Los Angeles and Fresno 
general population. 
 
Yamauchi and Templer‟s (1982:523) Principal-Components Factor analysis produced the 
following five money attitude dimensions: 
i. MAS-power/prestige high scorers – These people view money as a symbol of success 
and use it to impress and influence others. Their money attitude indicates that 
competition, status seeking, acquisition and external recognition are very important to 
them. 
ii. MAS-retention/time high scorers – These people believe that money should be saved for 
the future through purposeful planning; and they would thus carefully spend money, to 
get a sense of security. This may be related to obsessive personality traits. 
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iii. MAS-quality high scorers –These people buy quality products to reflect modernity and a 
good life. 
iv. MAS-distrust high scorers – These people tend to doubt their ability to make the right 
purchase decisions, and may thus hesitate to spend money. Baker and Hagedorn (2008) 
label this tendency as frugality.  
v. MAS-anxiety high scorers–These people see money as a source of, and protection from 
anxiety. They would be nervous if they did not have enough money. 
The items and their loadings, which suggested Yamauchi and Templer‟s (1982) five factors 
labelling are presented in Table 4.1. 
 
Table 4.1: Items descriptions of Yamauchi and Templer’s (1982) five factors 
Dimensions Item Description Item 
loadings 
Factor 1 
Power-
prestige 
I use money to influence other people to do things for me. 
I must admit that I purchase things because I know they will impress others. 
In all honesty, I own nice things in order to impress others. 
I behave as if money were the ultimate symbol of success. 
I must admit that I sometimes boast about how much money I make. 
People I know tell me that I place too much emphasis on the amount of 
money a person has as a sign of his success. 
I seem to find that I show more respect to people with money than I have. 
Although I should judge the success of people by their deeds, I am more 
influenced by the amount of money they have. 
I often try to find out if other people make more money than I do. 
0.613 
0.590 
0.564 
0.540 
0.517 
0.512 
 
0.508 
0.454 
 
0.414 
Factor 2 
Retention-
time 
 
I do financial planning for the future. 
I put money aside on a regular basis for the future. 
I save now to prepare for my old age. 
I keep track of my money. 
I follow a careful financial budget. 
I am very prudent with money. 
I have money available in the event of another economic depression. 
0.728 
0.711 
0.627 
0.552 
0.536 
0.436 
0.425 
 
Factor 3 
Distrust 
I argue or complain about the cost of things I buy. 
It bothers me when I discover I could have gotten something for less 
elsewhere. 
After buying something, I wonder if I could have got the same for less 
elsewhere. 
I automatically say, "I can't afford it", whether I can or not. 
When I buy something, I complain about the price I paid. 
I hesitate to spend money, even on necessities. 
When I make a major purchase, I have the suspicion that I have been taken 
advantage of. 
0.563 
0.554 
 
0.542 
 
0.501 
0.494 
0.438 
0.434 
 
Factor 4 
Quality 
I buy top-of-the-line products. 
I spend more to get the very best. 
I pay more for something because I know I have to, in order to get the best. 
0.788 
0.616 
0.609 
 92 
 
Dimensions Item Description Item 
loadings 
I buy the most expensive items available. 
I buy name brand products 
0.585 
0.532 
Factor 5 
Anxiety 
It's hard for me to pass up a bargain. 
I am bothered when I have to pass up a sale. 
I spend money to make myself feel better. 
I show signs of nervousness when I don't have enough money 
I show worrisome behaviour when it comes to money. 
I worry that I will not be financially secure. 
0.537 
0.501 
0.476 
0.433 
0.414 
0.370 
 
Source: Yamauchi and Templer (1982:523-525) 
 
While most of the items in Table 4.1 clearly describe their respective factors, some are just 
suggestive of the factors, and may not project the direct meaning of some factors. Notice, for 
example, the last two items that measure the anxiety factor. Worrying about one‟s financial 
security should not necessarily cause one to be anxious. 
 
Items that loaded on the quality factor, Yamauchi and Templer (1982) noted, also loaded on the 
power-prestige factor. They later discarded the quality dimension from the factor solutions. 
Twenty-nine items that loaded on four of the factors (power-prestige, retention, distrust and 
anxiety) were retained, as the more reasonable instrument of MAS because of their reliable 
coefficient alpha of 0.77 and construct validity. While money attitudes were associated with 
other psychological measures, like status concern and Machiavellianism, Yamauchi and Templer 
(1982) found that money attitudes were unrelated to income. 
 
4.2.4 The money beliefs and behaviour scale (MBBS) 
Contrary to Yamauchi and Templer‟s (1982) study that was conducted in the U.S, Furnham 
(1984) surveyed 256 British students to develop the money beliefs and behaviour scale (MBBS) 
and to assess the demographic, social and work differences in MBBS. Furnham (1984) 
developed a 60-item inventory rated on a seven-point Likert scale. The items were drawn from 
Yamauchi and Templer‟s (1982), Goldberg and Lewis‟ (1978) and other researchers‟ scales.  
 
The survey produced the following six factors (Furnham, 1984:503) from a principal 
components factor extraction: 
i. Obsession – People scoring high on this factor are obsessed by all aspects of money. 
ii. Power/spending – High scorers spend money to gain power over people and anxiety. 
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iii. Retention – These people prefer to hoard or save money, rather than spending it, even 
when spending is necessary.  
iv. Security/Conservative –High scorers on this factor hold an old-fashioned approach to 
money, whereby a perfect record is kept of everycent spent and saved. These people 
would rather save than spend their money. 
v. Inadequate – These people hardly ever feel they have got or have saved enough money. 
vi. Effort/ability –High scorers believe that the amount of money or income earned can only 
come from their ability to work. 
Furnham (1984) used demographic variables, such as income, gender, age and education to 
assess the predictive validity of his MBBS. Unlike Yamauchi and Templer (1982), who did not 
find any relationship between money attitudes and income, Furnham (1984) found that compared 
with higher income respondents, people with the lowest income were most obsessed with money 
and most likely to believe that money is a source of power. This is in contrast with the view of 
Wernimont and Fitzpatrick‟s (1972) U.S results, which revealed that, the most affluent groups 
valued money more positively and more highly than the less affluent. 
 
Males, according to Furnham‟s (1984) results were more obsessed with money; whereas females 
were more security-conscious, retentive and felt inadequate with how much money they 
possessed. In terms of age, younger people, as compared with older persons, were less retentive, 
less security-minded and used money for power. While the moderately educated respondents 
were more security-minded with regard to money than the least or the most-educated, the less- 
educated individuals were found to be obsessed with money. 
 
A comparison of Furnham‟s (1984) MBBS and Yamauchi and Templer‟s (1982) MAS reveal 
that their scales bear some similarities. They both report power and retention as being two 
common money attitude dimensions, which Furnham (1984) believed, are affected by primary 
and secondary socializations. Parental incomes, education, child-rearing and saving practices, for 
example, are some of the factors Furnham (1984) speculated to be influencing people‟s money 
attitudes. Despite this speculation, subsequent research on money attitudes has focused on 
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validating Furnham‟s (1984) MBBS and Yamauchi and Templer‟s (1982) MAS, instead of 
investigating the causes and predictive power of various money attitudes.  
The next section looks at subsequent researchers who have used and adapted the MBBS and 
MAS. 
 
4.2.5 Subsequent research on money attitudes 
The discussions here will focus on the empirical studies only, following the original MAS and 
MBBS construction. The aim is to check whether MAS and MBBS can be generalized to other 
cultures, to identify the most reliable scale, and to assess the extent to which other empirical 
studies have examined the antecedents and explanatory power of money attitudes, especially in 
emerging economies like that of South Africa.  
 
Apart from Tang (1992, 1993), who developed a new scale describing the ethical meanings 
people ascribe to money (the Money Ethics Scale - MES) such as good, evil, achievement, 
respect, budget, and freedom from a number of scales including MAS and MBBS, subsequent 
researchers have either used MAS and MBBS in their original format, or have adapted them 
slightly (Baker & Hagedorn, 2008) to conduct national and cross-cultural studies.  
 
Table 4.2 provides an updated version of Medina, Saegert, and Gresham‟s (1996) summary of 
researchers who have empirically investigated people‟s money attitudes, using mostly MAS and 
MBBS. 
 
Table 4.2: Summary of Empirical Research using MAS and MBBS 
Empirical study Scale used Sample description Factors attributing 
and attributable to 
money attitudes 
differences 
Wernimont & 
Fitzpatrick, 1972 
Modified semantic 
differential scale 
533 U.S mixed (students 
and workers in different 
professions) 
Work experience, SES 
& gender 
Yamauchi & Templer, 
1982 
Money attitudes scale 
(MAS) 
300 US adults from 
different professions 
Personality factors. 
Income was found 
unrelated to money 
attitudes 
Furnham 1984 Money beliefs and 
behaviour scale 
(MBBS) 
256 British college 
students 
Income, gender, age and 
education 
Bailey & Gustafson Produced reduced US college students Gender  
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Empirical study Scale used Sample description Factors attributing 
and attributable to 
money attitudes 
differences 
1986 version of MBBS 
Gresham & Fontenot 
1989 
Modified MAS 557 US college students 
and their parents 
Gender  
Bailey & Gustafson 
1991 
MBBS 472 US college students Sensitivity and 
emotional stability 
Hanley & Wilhelm 1992 MBBS 143 US subjects Self-esteem and 
compulsive buying 
Tang 1992 Used some of MAS and 
MBBS to develop 
Money Ethics Scale 
(MES) 
769 US full-time 
employees 
Age, income, work 
ethics and job 
satisfaction 
Tang 1993 MES 68/249 Taiwan and US 
students 
National origin, social, 
political and religious 
values 
Bailey & Lown 1993 Money in past & future 
scale  
654 US college & other 
professionals 
Age  
Bailey, Johnson, 
Adams, Lawson, 
Williams and Lown, 
1994 
MBBS 344; 291 & 328 
employed adults in US, 
Australia & Canada  
Cross-cultural 
differences 
Medina, Saegert, & 
Gresham, A. (1996) 
MAS 1132 Mexican & Anglo 
Americans 
Ethnic group differences 
Lim and Teo 1997 MAS, MBBS, MES 152 Singaporean 
Chinese college students 
Gender differences and 
past financial hardship 
Masuo and Reddy 1998 MAS and MES 247 Hawaii and Japan 
students 
Cross-cultural 
differences 
Rousseau & Venter, 
1999 
MAS  326 South African 
subjects 
Racial differences 
Roberts, Cesar & 
Sepulveda, 1999 
MAS 274 Mexicans students Demographic 
differences 
Roberts & Jones, 2001 MAS 406 U.S College 
students 
Compulsive buying 
Christopher, Marek & 
Carroll, 2004 
MBBS   204 US College students Materialism 
Burgess et al., 2005
  
  
MAS 221 South Africans Purchase intentions of 
hedge funds 
Engelberg &Sjoberg, 
2006 
 
Engelberg & Sjoberg, 
2007 
 
MAS 
 
 
MAS 
212 Swedish students 
 
 
212 Swedish students 
Emotional intelligence 
 
 
Economic risk 
perception and social 
adjustment 
Keller & Siegrist, 2006 Lim and Teo 1997 scale 
developed from MAS, 
MBBS, MES 
1569 Swiss adults Stock investment 
 
Burgess, 2007 MAS 732 South African MBA 
students and shoppers 
Testing validity of MAS 
 
Rose & Orr, 2007 MAS, MBBS MES to US students and Scale testing and 
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Empirical study Scale used Sample description Factors attributing 
and attributable to 
money attitudes 
differences 
develop MMS professionals development 
 
Bonsu, 2008 MAS 314 Ghanaian 
professionals and 
students 
Gender 
Baker & Hagedorn, 
2008 
MAS and MBBS  200 Canadians demographic differences 
Nicki, Tim and Lauren 
2009 
Lim and Teo 1997 scale 
developed from MAS, 
MBBS, MES 
400 Australian male 
professionals 
financial problems and 
satisfaction 
Durvasula  & Lysonski, 
2010 
MAS 127  young Chinese Materialism and 
achievement vanity 
Sunil and Kaushik 
(2010)   
MAS 501 Indian MNC bank 
customers 
Differences in loan 
defaulters and non-
defaulters 
Source: Updated version of Medina el al.’s (1996) summary of empirical research on money attitudes  
 
Table 4.2 reveals that even though standardized instruments for the assessment of money 
attitudes were developed only about two decades ago, studies on this concept have been 
conducted in all of the continents, including Africa. However, the majority of the studies emerge 
from the U.S., with most of them focusing on testing MAS and MBBS reliability, as well as their 
cultural validity and demographic differences in the constructs.  
 
Demographically, the common consensus on gender differences in money attitudes was that men 
scored higher in the obsession, distrust/anxiety (Furnham, 1984; Bailey & Gustafson, 1986; 
Gresham & Fontenot 1989) and  the  power/prestige dimensions of money attitudes, while 
women scored more on the retention and security dimensions than did men (Bonsu, 2008; Lim et 
al., 2003). Unlike older people, who were generally found to score higher in the retention-time or 
planning dimension, young people were found to be less retentive and less security-minded with 
money. Higher educated and high-income earners were commonly found to be less obsessed and 
lower scorers in power/prestige money attitudes (Baker & Hagedorn, 2008; Furnham, 1984; 
Roberts and Sepulveda, 1999; Tang, 1992).  
 
In terms of scale reliability and cultural validity, Yamauchi and Templer‟s (1982) MAS was 
found to be consistent, and stable cross-culturally, especially as it was developed in a more 
culturally diverse region with a representative sample of the U.S population (Medina et al., 
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1996). Yamauchi and Templer‟s (1982) MAS, according to Bonsu (2008), is widely adopted 
because of its proven robustness across time and context.  
In Ghana, Bonsu (2008), however, could validate only two of Yamauchi and Templer‟s (1982) 
factors (power-prestige and retention-time) that had items similar to the original MAS. In 
addition to Bonsu‟s (2008) Ghanaian study, only very few empirical studies on money attitudes 
emerged from EMCs. Sunil and Kaushik (2010), for example, conducted a money-attitude study 
in India to demarcate differences in loan defaulters and non-defaulters, and Durvasula and 
Lysonski (2010) in China, to assess the impact of money attitudes on achievement, vanity and 
materialism.  
 
Three (Burgess et al., 2005; Burgess, 2007 and Rousseau & Venter, 1999) emerged from South 
Africa, all of which used Yamauchi and Templer‟s (1982) MAS. Rousseau and Venter‟s (1999) 
study of money attitudes in South Africa (because of the declining saving patterns and increasing 
debt) produced four factors (power-prestige, retention-time, distrust-anxiety and quality) using 
the Principal Factor Analysis. They concluded that MAS can be used “as a reliable instrument 
for the measurement of attitudes towards money in South Africa” (Rousseau & Venter, 
1999:419). All of Yamauchi and Templer‟s (1982) original five factors emerged in Burgess‟ 
(2007) and Burgess et al.‟s (2005) South African study through confirmatory factor analyses.  
 
The conclusion was reached that the MAS is a reliable and valid instrument that can be used in 
South Africa (Burgess, 2007). Baker and Hagedorn‟s (2008) only concern with the original MAS 
was in terms of Yamauchi and Templer‟s (1982) failure to have used confirmatory factor 
analyses to better validate their items and the structure of their scale.  
 
4.2.6 Baker and Hagedorn’s (2008) YTF scale 
Building on previous researchers‟ analyses of Yamauchi and Templer‟s (1982) MAS and 
Furnham‟s (1984) MBBS, Baker and Hagedorn (2008) combined 20 of Yamauchi and Templer‟s 
(1982) items (those that loaded highest on each of their four factors) and 25 of Furnham‟s (1984) 
items (those that loaded highest on each of their five factors) to develop the Yamauchi Templer 
/Furnham (YTF) scale.  
 
Baker and Hagedorn‟s (2008) confirmatory factor analyses of the 45 items produced a more 
reliable and meaningful four-factor solution, which they labelled: “power-prestige”, “planning-
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saving”, “frugality-distrust”, and “anxiety”. These factors, they noted, are identical to the 
original MAS, especially as MAS is “remarkably invariant in its factor structure” (Baker & 
Hagedorn, 2008:1803). In most of the analyses, the MBBS‟ original factors did not emerge, nor 
yielded interpretable results. 
 
Baker and Hagedorn‟s (2008) factor labelling and items description seem to provide a clearer 
understanding of people‟s attitudes and behaviour towards money. People, from the descriptions 
gathered, are either believers in money‟s ability to give them access to power and status (power-
prestige) and they may be lax with their spending, or be cautious with their spending (frugality). 
Others are more future-oriented and would rather plan and save their money (planning-saving); 
while others would get nervous with money matters (anxiety).  
 
According to Rose and Orr (2007), the MAS, MBBS and other money-attitude scales have been 
constructed using the psychological approach, rather than a marketing-related approach. They, 
therefore, developed the Money-Motivation Scale (MMS), which they recommend as being more 
applicable to the field of marketing and consumer behaviour. 
 
4.2.7 A marketing-related money attitude scale 
Recognising that differences in the meanings people attach to money is a fundamental issue in 
marketing that can potentially influence a wide variety of consumer behaviours. Rose and Orr 
(2007) developed a marketing-related scale (the money motivation scale - MMS) to explore the 
symbolic meaning of money.  
 
Rose and Orr (2007) started by integrating Tang‟s (1992) MES, Yamauchi and Templer‟s (1982) 
MAS and Furnham‟s (1984) MBBS. A panel of expert judges with PhDs in behavioural research 
examined the content validity of these previous researchers‟ scales, by checking how well each 
item represented their respective money-attitude dimensions. From this exercise, Rose and Orr 
(2007) excluded the items and factors, which were not necessarily motivational, but were rather 
evaluative or ethical. 
 
Unlike Baker and Hagedorn‟s (2008) validation exercise, Rose and Orr (2007) conducted an in- 
depth interview with people chosen from diverse age groups, occupational backgrounds, 
ethnicities, and nationalities. The aim was to get some sort of a reality check on the meanings 
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other researchers have considered as constituting people‟s money attitudes. The responses from 
the in-depth interview pointed mostly to the symbolic meaning attached to money. Most of the 
respondents, for example, felt “money has made the world a better place”(Rose & Orr, 
2007:748). 
 
The in-depth interview responses and the remaining items from the panel of expert selection 
were integrated to generate 172 items to measure MMS. Two exploratory studies were conducted 
with 223 and 220 subjects, respectively, to reduce the set of items. The two studies produced 
four factors (status, achievement, worry and security) on which 19 items loaded.  
 
Rose and Orr (2007) conducted confirmatory factor analyses in a third study, with 233 wide-age 
range (23-92 old) of non-students from diverse professions and numerous parts of the U.S., to 
confirm the four-factor structure obtained in study two, and three which used students‟ samples. 
The four-factor model was confirmed. Table 4.3 defines the four factors and Table 4.4 outlines 
the items‟ loadings and the scores on each of the four factors. 
 
Table 4.3: Definitions of the four-factor model of MMS 
Factors Definitions 
Status The tendencyto perceive money as a sign of prestige. Money is used to impress 
people. 
 
Achievement The tendency to perceive money as a symbol of one‟s accomplishments. Money is 
valued as a sign of success. 
 
Worry The tendency to worry excessively about money. Money (or the perceived lack 
thereof) is a source of anxiety. 
 
Security The tendency to save and value money for its ability to provide a sense of safety 
or wellbeing. Money is important because it provides security for the future. 
 
Source: Rose and Orr (2007:747) 
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Table 4.4: Item Descriptions and Loadings on MMS 
Factors Items Study 2 EFA 
factor 
loading 
Study 3 CFA 
factor 
loading 
Worry I worry a lot about money. 
I worry about my finances much of the time. 
I worry about not being able to make ends meet. 
I worry about losing all my savings. 
The amount of money I save is never quite enough. 
.81 
.80 
.77 
.56 
.49 
.82 
.78 
.73 
.63 
.67 
Status I must admit that I purchase things because I know they will 
impress others. 
I sometimes buy things that I do not need or want in order to 
impress people. 
I own nice things in order to impress others. 
I sometimes “buy” friendship by being very generous with 
those I want to like me. 
.84 
 
.82 
 
.76 
.58 
.82 
 
.68 
 
.85 
.55 
Achievement Money is a symbol of success. 
I value money very highly as a sign of success. 
A high income is an indicator of competence. 
Money represents one‟s achievement.  
I believe that the amount of money that a person earns is 
closely related to his/her ability. 
.84 
.79 
.70 
.69 
.63 
.77 
.73 
.69 
.64 
.67 
Security Saving money gives me a sense of security. 
It is very important to me to save money for the future. 
Doing financial planning for the future provides me a sense of 
security. 
I prefer to save money because I am never sure when things 
will collapse and I will need the cash. 
It is very important to me to save enough to provide well for 
my family in the future. 
.78 
.78 
.77 
 
.71 
 
.61 
.66 
.78 
.67 
 
.64 
 
.64 
Source: Rose and Orr (2007:747) 
 
 
Tables 4.3 and 4.4 reveal that the dimensions of status and achievement has been factorized 
separately in Rose and Orr‟s (2007) analyses, even though Yamauchi and Templer‟s (1982) 
MAS had most of their items under one factor: – power-prestige. According to Rose and Orr 
(2007), status and achievement are separated, because they are conceptually different. Status, 
they argue, is more externally driven than achievement and should consequently be separated. 
 
It is also noteworthy from Table 4.4, that the items‟ descriptions on worry and security factors, 
which were adapted from Yamauchi and Templer‟s (1982) anxiety and retention-time factors, 
are more reasonable, and could therefore be the reason the factors produced higher-item scores 
than did Yamauchi and Templer‟s (1982) anxiety and retention-time items. 
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Furthermore, Rose and Orr conducted a fourth study with a sample of 256 undergraduate 
students, to assess the stability of their four-factor scale over time. Data were gathered here 
online on two separate occasions (after periods of two weeks). They equally obtained high scores 
on the four dimensions (0.85 for security; 0.93 for status; 0.88 for worry; 0.86 for achievement) 
and concluded that the symbolic meanings of money are relatively stable over the period of time 
examined. 
 
Rose and Orr (2007) used the results obtained in study four to assess the nomological validity of 
their scale and to examine the link between MMS and other consumer-behaviour constructs. 
Richins and Dawson‟s (1992) materialism scale, Bearden, Netemeyer and Teel‟s (1989) 
Consumer Susceptibility to Interpersonal Influence (CSII) scale, Wells and Tigert‟s (1971) price 
consciousness scale, Faber and O‟Guinn‟s (1992) compulsive buying scale and Shim and Gehrt‟s 
(1996) quality consciousness scale were some of the consumer-behaviour constructs used to test 
MMS‟s predictive validity.  
 
Some of the results show that people who valued money for security reasons have the tendency 
to seek practical information from others (CSII) when making decisions, even though they will 
place less value on the status or display aspects of product use. Those who scored high on the 
status and achievement dimensions of money were found to hold the centrality and success 
values of materialism, respectively. Price consciousness was also found to be positively related 
to the security and worry-money dimensions, because both, Rose and Orr (2007) explain, are 
consistent with the tendency to save money. 
 
Even though Rose and Orr‟s (2007) series of tests, re-tests, confirmatory factor analyses and 
nomological validity have proven the reliability and validity of their MMS, they suggest that 
their scale should be regarded as preliminary or “as a starting point for additional research” 
(Rose & Orr, 2007:757). Despite this requirement, it is appreciated that a current and empirically 
tested instrument is available that has a potential application to the field of marketing. This fulfils 
Mitchell and Mickel‟s (1999) expectation to use money-attitude measures based on one‟s field of 
research. Rose and Orr‟s (2007) MMS would therefore be appropriate for the current study.  
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4.3 Factors influencing the development of money attitudes 
It is apparent from the preceding discussions that people hold varied values, meanings, beliefs 
and attitudes toward money. However, the investigation into the factors that shape or cause these 
differences has not received adequate attention compared with the amount of work done in 
developing the money-attitude scales.  
 
Most of the research reviewed in Table 4.2 reports that demographic, cultural and ethnic 
characteristics account for the differences in money attitudes. The impact of age on money 
attitudes was of particular interest. Young people, like Generation Y, were consistently found to 
score low in retention-time and security and high in the power-prestige dimensions of money 
(Furnham, 1984; Baker & Hagedorn, 2008; Bonsu, 2008).  
 
Inter-generational differences in values, life-styles and the stages in the life-cycle, Gorniak 
(1999) asserts, account for the age differences in money attitudes.  
 
The younger generation is usually better educated and open to various innovations in economic 
and social life. While older people hold greater fear of the future and have a tendency to avoid 
additional risk factors, like debt, younger people are more optimistic, because they have better 
professional opportunities. They thus have a greater tendency to borrow and spend money to 
improve their standard of living, rather than to save it for the future (Gorniak, 1999). 
 
Apart from the explanatory abilities of demographic characteristics, Furnham (1984) and Roberts 
et al. (1999) generally speculated that primary (parental financial practices and money habits) 
and secondary socializations (mass media) can also explain money attitudes. Past financial 
hardship (Lim & Teo, 1997), perceived economic risk and social adjustment (Engelberg & 
Sjoberg, 2007) are also reported as attributing to money attitude variations. People who do not 
feel safe and are pessimistic about their economic future would have a lower propensity to save 
and a higher propensity to spend their money – for power and to protect themselves against 
anxiety (Gorniak, 1999). 
 
Other researchers see personality factors, like introverts/extraverts (McClure, 1984), self-esteem 
(Hanley & Wilhelm, 1992), needs (Oleson, 2004) and self-concept (low self-esteem, status 
seeking and jealousy – Prince, 1993) as the driving force behind various money attitudes. Hanley 
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and Wilhelm‟s (1992) findings show that compulsive spenders have beliefs about money, which 
reflect their symbolic (achievement, status, recognition, respect, freedom and power) ability to 
enhance their self-esteem. McClure (1984) found that extraverts have the tendency to be more 
extravagant and less miserly with money than introverts. 
 
At the macro-level, environmental factors, such as societal norms (Zelizer, 1994), political and 
religious beliefs (Furnham & Okamura, 1999) and cultural backgrounds (Gurney, 1988; Tang, 
1993) affect the symbolic meanings people attach to money. Jain and Joy (1997) for example, 
report that Indians‟ cultural roots cause them to hold a long-term view (saving) of money. 
Indians‟ need for saving, Jain and Joy (1997:647) state, “determines their consumption, and not 
the other way around”.  
 
On the contrary, Mexican Americans were found to be less future-oriented, as they scored lower 
on the retention-time money dimension (Medina et al., 1996). 
 
Mitchell and Mickel (1999) raised the issue of which money attitude dimensions are stable 
dispositions and which are more unstable attitudes. They suggest that money attitudes that are 
determined by personality factors and early childhood experiences are more likely to be 
dispositional. Gurney (1988) and Tang and Gilbert (1995) support this viewpoint, by suggesting 
that money attitudes established early in childhood may remain fairly consistent throughout 
one‟s life. The recommendation from Moschis (2007), to use the life-course approach or 
paradigm in explaining how childhood experiences affect later-life attitudes, values and 
consumer behaviour, will therefore be useful in understanding money attitudes. Before 
examining the theoretical perspectives of the life-course research that characterise its usefulness, 
it would be valuable to first look at the nature of the life-course paradigm. 
 
4.3.1 The nature of the life-course paradigm 
Moschis (2007:295) defines the life-course paradigm as an innovative and a multi-theoretical 
framework that integrates several approaches used in different disciplines (such as sociology, 
history, developmental psychology and economics) to study behaviours over the course of 
people‟s lives. Life-course theorists view adult behaviours as functions of their experiences (for 
example, in socialisation, historical and generational times) from earlier stages of their lives.   
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The life-course theory is considered as “one of the most important achievements in social 
science in the second half of the 20
th
 century” (Benmoyal-Bouzaglo & Moschis, 2009:49). This 
is because it enriches previous efforts to study consumer behaviour through the use of the 
variables and relationships that are relevant to the main theoretical orientations of life-course 
research (Moschis, 2007).  
 
In addition to the three (normative, stress and human capital) theoretical perspectives of the life- 
course research (Moschis, 2007), Benmoyal-Bouzaglo and Moschis (2009) highlight that, the 
life-course paradigm provides a conceptual framework within which many other hypotheses can 
be developed, tested and theories advanced in the area of consumer behaviour and consumption 
orientation. A number of hypotheses have already been derived from the life-course perspectives 
– to investigate and understand the family structure – materialism and the compulsive-buying 
relationship, (for example, Benmoyal-Bouzaglo & Moschis, 2009; 2010 Rindfleisch et al., 1997, 
Roberts et al., 2003; 2006). 
 
The next section will examine how the life-course theoretical perspectives can be used to explain 
money attitudes. 
 
4.3.2 The theoretical perspectives of the life-course research and money attitudes 
The life-course study of aspects related to consumer behaviour is relatively new (Nguyen, 
Moschis & Shannon, 2009). The application of the life course in the study of money attitudes is 
also new and has therefore not been examined. The attempts to predict money attitudes here will 
thus be made by applying the three theoretical perspectives of the life-course research, which 
previous researchers have used in explaining consumption orientations, like materialism and 
compulsive buying behaviour.  
 
The three theoretical orientations which have guided life course researchers are the normative, 
the stress and the human-capital perspectives.   
 
(a)  The normative perspective 
The normative school of thought works on the premise that certain events (such as marriage, 
divorce, schooling and employment) cause people to transit from one role (such as that of 
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spouse, parent, student and employee) to the other in their life course. They thus need to be 
socialised with skills and attitudes attuned to social norms to enact these new roles.  
 
Compatible with the normative perspective is the Social-Control theory. According to this 
theory, Hill et al. (2001) report that adult supervision and the monitoring of children‟s behaviour 
is an effective way of socialising children with social norms. The effectiveness of such 
supervision and the resultant socialization, they explain, generally reduce with a weakening in 
blood ties, or could be worse off in the absence of a parental figure. 
 
Disruptive family events, such as in divorce and discord, limit effective parenting (Elder, George 
& Shanahan, 1996) which could have (a) imparted basic values, (b) taught children the uses and 
values of money, (c) imparted consumption values, (d) provided financial means to its 
dependents and (e) provided emotional support (including love, affection, and intimacy) 
(Schiffman & Kanuk, 2004:329 & 352). Children who grow up receiving inadequate provisions 
of these basic parental resources may have difficulty adapting socially compared with those who 
grow up in more intact and nourishing families. These children may, according to Engelberg and 
Sjoberg (2007), also perceive higher economic risks. 
 
Engelberg and Sjoberg (2007) noted that most of the money-attitude motivations (for example, 
money used as a substitute for love, hoarding money for security, money used to alleviate 
anxiety, acquiring money for freedom, power and control over people) that emerged from 
money-attitude research seem to suggest that there is a tendency to view money as a protection 
against a kind of vulnerability that is inherent in all social involvement. They therefore 
investigated the relationship between money obsession, social adjustment, and economic risk 
perception.  
 
Engelberg and Sjoberg‟s (2007) results reveal that money obsession was linked to a lower degree 
of social adjustment. They also found that subjects‟ high importance attached to money was, to a 
significant degree, explained by their perception of being at a higher risk of economic loss. 
Social adjustment was measured in terms of one‟s proficiency in trusting, having confidence in, 
and relating to other people. The degree, to which people integrated socially, according to 
Engelberg and Sjoberg (2007), partly depends on their inter-personal abilities, which are 
presumed to have been impacted by effective parenting of children while growing up.  
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The knowledge and experience of managing the economic aspects of life – as suggested by 
Engelberg and Sjoberg (2007), would also affect the choices people make concerning money 
matters. Such knowledge and monetary skill, according to the normative perspective, should 
have been acquired during one‟s life course. 
 
(b)  The stress perspective 
The stress theory is based on the view that at any given stage or age, people are in a more or less 
balanced frame of mind until certain events occur. Whether these events are negative, neutral or 
positive, not only recent, but also from the past, are considered as stressors (causes of 
disequilibrium). Stressful transitions motivate people to adopt coping mechanisms (Burroughs & 
Rindfleisch, 1997). Here, the belief in money‟s ability to prevent anxiety and provide power 
could prevail. In addition, stressful events may push people to engage in money-spending 
activities, such shopping, or in material accumulation activities (materialism), which may be 
believed, would restore the balance (Prince, 1993). 
 
Rindfleisch et al. (1997); Hill el al. (2001) and Roberts et al. (2006) interpret the stress theory 
from the perspective of a disrupted family structure, such as divorce or separation. Divorce is 
accompanied by stressful events, such as role reorganizations, movements, and the diminished 
nurturing and parental care received by children. Children living in economically deprived 
single-parent families, as emphasised by McLanahan and Booth (1989), often assume adults‟ 
tasks of earning money for the family or taking care of younger siblings.  
 
Young adults who have faced these stressful childhood family life changes often experience 
feelings of insecurity (Hill et al. 2001), which they may later try to assuage by attaching 
symbolic importance to money (Hanley & Wilhelm, 1992) and financial security (Rindfleisch et 
al., 1997). 
 
(C)  The human-capital perspective 
Here, human capital (for instance, resources, qualifications, skills, and knowledge) accumulation 
is seen as a life-course process that begins in early life. The concern of life-course researchers is 
to identify salient life events and roles that act as sources of human-capital growth or decline, 
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and are likely to bring about changes in patterns of thought and action (Frytak, Harley, & Finch, 
2003; Moschis, 2007). The family, according to Frytak et al. (2003) is a source of human capital.  
 
A reduction in financial resources due to parental divorce adversely affects children‟s 
accumulation of human capital, such as the educational attainment necessary for achieving 
higher occupational status and wealth. This, Moschis (2007) suggests, may later affect self-
esteem, which Hanley and Wilhelm (1992) found may be enhanced through the belief in 
money‟s ability to provide power and security. 
 
Conceptualizing the human-capital perspective in terms of the economic hardship theory, Hill et 
al. (2001) point out that, single-parent families tend to have lower incomes than two-parent 
families. Inequalities in family resources, reported Rindfleisch et al. (1997) place children from 
such disrupted families at an inherent disadvantage, as compared with children from intact 
families. This may affect their life chances (for instance educational attainment) and self-esteem.  
 
Gorniak‟s (1999) study on attitudes towards money and saving show that those who had lower 
education and incomes frequently accepted the statement: “People who save money don't know 
how to enjoy life” (Gorniak, 1999:635).  Apart from the fact that less-educated and lower-income 
people tend to have less money, they have less know-how on how to use money and banking 
services. These may thus encourage them to place a high degree of importance on financial 
security, and also on money attitudes that symbolize power, achievement, success and status later 
in adulthood (Hanley & Wilhelm, 1992). 
 
Najman, Hayatbakhsh, Clavarino, Bor, O‟Callaghan, and Williams (2010) conducted a 
longitudinal study in the field of public health to attempt to understand the effects of family 
poverty experienced in early life on adolescents and young adults‟ anxiety and depression states 
later in life. They found that family poverty and socio-economic disadvantages experienced early 
in the life course (for example, in the foetal, childhood, or adolescent period) later predicted 
young adults‟ anxiety and depression. All of these factors, Robert and Jones (2001) report, are 
predictors of symbolic money attitudes and of compulsive buying behaviour. 
 
Najman et al. (2010) also investigated and found that there are critical or sensitive periods when 
the experience and impact of family poverty on later-life anxiety and depression can be greater. 
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They noted that family poverty experienced at the 14-year follow-up in their longitudinal study 
was the strongest predictor of adolescent and young adult anxiety and depression. This 
phenomenon can be aggravated, depending on maternal marital status during an investigation.  
 
Considering the importance of childhood family experiences on adulthood psychological states 
and behaviour, Moschis (2007) employed the three theoretical orientations of the life-course 
research to conceive a general model of consumption orientation. Figure 4.1 presents the 
elements of Moschis‟ model.  
 
Figure 4.1: Moschis’ General Conceptual Life Course Model of Consumption Orientation  
Antecedents   Processes   Outcomes 
 
Source: Moschis (2007:297) 
 
The model elements in Figure 4.1 are the main life-course concepts and can be classified into the 
following three broad categories:  
 Events and circumstances that occur at a specific point in time (T1) in a person‟s life 
course; 
 Processes triggered by these events; and 
 Events that occur at later points in time (T2) as a consequence of the processes or the 
prior events. 
Normative 
perspective 
Events/ changes 
(Consumption 
orientation) 
      (T2) 
       Stress 
perspective 
Human capital 
perspective 
Events/ 
Changes  
(T1) 
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Figure 4.1 shows that life events and circumstances, like family disruptions and socio-economic 
backgrounds that occurred at earlier points in time or stages in life may in laterlife create varied 
consumption outcomes, depending on how much socialization was received, how much stress it 
caused, and how much the events/circumstances increased or decreased access to human capital. 
The levels of these processes are, in effect, dependent on the events and can moderate the event-
outcome relationship. 
 
As mentioned in Chapter One, Moschis‟ (2007) model will guide the conception of this study‟s 
model through the proposition that the perceived level of human capital (material and emotional 
resources) and stress (processes) caused when subjects experienced childhood family disruptions 
(events), would either cause them to directly develop materialistic values (outcomes), or would 
first indirectly affect money attitudes and, in turn, these would affect materialistic values. This 
proposal is supported by Nguyen et al.‟s (2009) assertion that most effects of family events, like 
parental loss or separation on consumption orientations, like materialism, are indirect, operating 
via other psychological processes. In this study, these would be money attitudes.  
 
The next section will examine how money attitudes can be related to materialism. 
 
4.4 An evaluation of money attitudes’ influences on materialism 
Before evaluating whether money attitudes influence the development of materialistic values, it 
would be worthwhile to first assess the attitude-behaviour relationship. 
 
4.4.1  The Attitude-behaviour relationship 
An attitude is defined as “a learned predisposition to behave in a consistently favourable or 
unfavourable way to a given object” (Schiffman & Kanuk, 2004:220). The object could be a 
person, place, thing or an idea, and could develop from the beliefs that people have about the 
attributes of these objects.  Ajzen (2001:28) thus sees attitude as representing “a summary 
evaluation of a psychological object captured in such attribute dimensions as good-bad, 
harmful- beneficial, pleasant-unpleasant, and likeable-dislikeable.”  
 
The belief that a specific object possesses certain attributes is not a guarantee that it will directly 
lead to specific behavioural patterns (Du Toit & Crafford, 2003), but these are seen as a pre-
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disposition or motivational quality that propels a person towards, or repels a person from, a 
particular behaviour. Marketers thus use consumers‟ attitudes to predict behaviour, because these 
attitudes influence the way a person is likely, rather than will definitely respond to a specific 
marketing offering (Schiffman & Kanuk, 2004). There is, therefore, an ongoing debate and 
research into the processes whereby attitudes guide behaviours. 
 
Glasman and Albarracin (2006) conducted a meta-analysis of the attitude-behaviour relation, in 
order to assess the conditions under which attitudes can predict future behaviour. They found 
that attitudes would generally have a stronger impact on future behaviour when they can be 
easily recalled (accessible) from memory, and when the information or attributes that constitute 
the attitude are stable over time.  
 
The increased accessibility, which is a strong predictor of future behaviour, according to the 
findings of Glasman and Albarracin (2006), stems from direct experience with the attitude object 
and from situations where the subjects frequently reported their attitudes. Attitude stability, 
which also strengthens the attitude-behaviour association, occurs when subjects are confident of 
the information or attributes of the attitude, and have formed this attitude on the basis of any 
behaviour-relevant information. 
 
Questions thus arise whether money attitudes would fulfil these conditions to be able to predict 
consumption-related behaviour, like materialism. Tatzel‟s (2003:406) delineation of the 
following three conflicting messages on money and consumption, create a belief that money 
attitudes can predict materialistic behaviour. This is because these three messages on money and 
possessions have been stable over time and can easily be retrieved from memory (accessibility).  
 
The messages are: 
i. It is psychologically unhealthy and morally wrong to be pre-occupied with money and 
materialism. 
ii. Consuming is nonetheless attractive. It certainly seems as if more money and more of 
what it can buy would make life better. 
iii. In order to be part of a society, we simply have to deal with money and possessions. 
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The majority of people do not only believe these messages, but are confident of the information, 
since it is frequently propagated by influential societal figures, like spiritual and political leaders, 
cultural norms, social reformers and media personalities. Money, as emphasised by Tatzel 
(2003), does not only hold strong attractions, but is necessary and an inevitable part of life 
(fulfilling the direct experience condition).  
 
Money has become very important to people of all ages – to the extent that even five-year old 
children are reported to be interested in the topic of money (Lau, 1998). Young people are 
increasingly ranking money as a very important reason for going to university (Roberts & Jones, 
2001). The rate at which the subject of money and how to make it is becoming pervasive 
(Durvasula & Lysonski, 2010), the attitudes toward it, should have an impact on future 
behaviours, like materialism. The next section reviews the empirical studies on this relationship. 
 
4.4.2  Empirical investigation on money attitudes-materialism relationship 
There is no doubt that money is viewed as very important to people of all ages, and that one‟s 
attitude towards it shapes human behaviour, especially purchasing behaviour. Yet, research on 
money attitudes has been limited to the human resource discipline (Durvasula & Lysonski, 
2010). Human resource studies have revealed that people‟s money attitudes have an impact on 
their intrinsic motivation to perform tasks, work performance, reward systems, pay satisfaction 
and interpersonal relationships (Tang, 1992; 1993; 1995; Furnham & Lewis, 1986).  
 
The limited consumer studies on money attitudes have found that they play an important role in 
motivating compulsive buying tendencies (Hanley & Wilhelm, 1992; Roberts & Jones, 2001), 
credit card use (Hayhoe, Leach & Turner, 1999; Roberts & Jones, 2001) and innovative 
consumer behaviour (Burgess et al., 2005). However, only two (that is, Christopher, Marek & 
Caroll, 2004; Durvasula & Lysonski, 2010) studies were found to have examined the money 
attitudes-materialism relationship.  
 
Christopher et al. (2004) surveyed 204 American college students to examine how Furnham‟s 
(1984) money attitudes scale (MBBS) relates to materialism. They found the following: 
i. A positive relationship was found between Furnham‟s (1984) inadequacy of money 
dimension and materialism. Christopher et al. (2004) relate this result to Richins‟ (1995) 
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report which suggests that materialists are caught in a never-ending pursuit of acquiring 
more and more possession – to the extent that they believe money is never enough to buy 
the endless number of possessions they desire. 
ii. A negative relationship emerged between the security/conservative dimension and 
materialism, especially as the orientation of saving money inhibits the spending of money 
in a materialistic manner, rather than for basic necessities.  
iii. Furnham‟s (1984) obsession dimension was found to be positively related to materialism, 
especially as there is the strong belief that money can be used to buy possessions that 
give power, prestige and status. 
 
Unlike Christopher et al. (2004) who surveyed 204 American college students (average age of 
20.3) to understand how money attitudes relate to materialism – using MBBS, Durvasula and 
Lysonski (2010) examined this relationship with 127 young Chinese consumers (average age of 
20.5) using Yamauchi and Templer‟s (1982) MAS. 
 
As did Christopher et al. (2004), Durvasula and Lysonski (2010) found that money attitudes 
clearly have an impact on materialism, with the power-prestige dimension having the greatest 
impact, followed by the anxiety dimension. The relationship between the MAS distrust was 
found to be insignificant. The Chinese subjects, Durvasula and Lysonski (2010) explain, who 
saw money as a tool of power, had a greater tendency to acquire and possess material goods to 
demonstrate their social power.  
 
Anxiety sets in when there is the perception that money in possessions are not enough to achieve 
their materialistic goal. A relationship was not found between distrust and materialism, because 
materialists are not hesitant, suspicious and have doubts in their ability to make purchase 
decisions. 
 
The conclusion  drawn from both Christopher et al. (2004) and Durvasula and Lysonski‟s (2010) 
findings is that, irrespective of cultural differences in the U.S and Chinese samples, the young 
subjects surveyed exhibited some similar attitudes toward money, such as power-prestige or 
obsession and anxiety or inadequacy. Bonsu (2008) also found that the Ghanaian consumers‟ 
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attitudes toward money were similar in most respects to those observed in wealthier western 
countries. These results suggest that the American-style consumer culture and money attitudes 
may be having a global influence. 
4.5 Conclusions 
Money attitudes have been an under-researched topic in clinical psychology (Furnham & 
Okamura, 1999) and marketing research (Durvasula & Lysonski, 2007) –probably because there 
was no reliable instrument to measure their underlying distinct dimensions. Yamauchi and 
Templer (1982) and Furnham (1984) eventually designed the MAS and MBBS, which became 
standardized scales widely used to measure money attitudes. The problem shifted to 
investigating the factors that shape varied attitudes to money. 
 
The majority of the findings show that there were demographic (income, age, gender, education) 
differences in money attitudes. The limited authors concerned about the predictors of money 
attitudes, generally suggest that personality and early childhood experiences are major 
determinants of adult-money attitudes. The theoretical perspectives of the life course were thus 
employed to understand the explanatory power of early childhood experiences.  
 
It was proposed that the perceived level of human capital (material and emotional resources) and 
stress (processes) caused when subjects experienced childhood family disruptions (events), 
would either cause them to directly develop materialistic values (outcomes), or would first 
indirectly affect money attitudes, and in turn, affect materialistic values. This proposal will be 
examined in more detail in Chapter 5, which aims to design a model and explain the 
relationships that exist between the main variables of the model. 
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CHAPTER 5  
 
A CONCEPTUAL MODEL TO INVESTIGATE MONEY ATTITUDES AND 
MATERIALISM  
 
5.1 Introduction 
Chapter Four examined the usefulness of the life-course approach and money attitudes in 
understanding materialism. It started by reviewing empirical studies on the construction of 
money-attitude scales. The three theoretical perspectives of the life-course research were 
employed to understand how early childhood family experiences can shape money attitudes; 
since these may, in turn, influence the development of materialistic values. The understanding 
gained from the review of these relationships and from preceding chapters, makes it possible to 
develop a conceptual model for this study.  
 
This chapter therefore, presents the conceptual model of this study, and explains the relationships 
that exist between the main variables of the model. It starts by analysing the theoretical 
explanations of how materialism and money attitudes can develop; this is followed by an 
explanation of the variables and relationships in this study‟s model. 
 
5.2 Theories supporting the conception of this study’s model 
Four main theories were found useful in understanding how childhood experiences can affect 
money attitudes and materialism and can support the conception of this study‟s model. They are 
Ryan and Deci‟s (2000) self-determination theory; Maslow‟s (1943) human-need theory; 
Wicklund and Gollwitzer‟s (1982) symbolic self-completion theory; and lastly, the life-course 
theory contextualized by Moschis (2007). Moschis (2007) advocates the use of the theoretical 
perspectives of life-course research, because they are interdisciplinary, multi-theoretical, and 
thus innovative. These perspectives will consequently form the main framework for the design of 
this study‟s conceptual model.  
 
5.2.1 The Self-determination theory 
Ryan and Deci‟s (2000) self-determination theory posits that the way and the degree to which 
children‟s growth (food and shelter) and psychological (love, emotional support, sense of 
 115 
 
belonging, esteem) needs are satisfied have important implications for the values they will later 
develop and adhere to. Drawing from this theory, Kasser, Koestner and Lekes (2002) suggest 
that individuals may become concerned with self-worth, and consume on the basis of how others 
view them, when the environment in which they grew up, blocked or frustrated the satisfaction 
of psychological needs.  
 
In this situation, materialism and money may be highly valued as a means of self-definition, self-
extension, self-transformation and for the social communication of power and self-esteem 
(Prince, 1993; Richins & Rudmin, 1994). Closely related to this theory, is the human-need 
theory. 
 
5.2.2 The Human Need Theory 
Characterising humans as wanting creatures who perpetually possess some type of unfulfilled 
need, Maslow (1943:373-384) developed the human-need theory. This comprises the following 
human needs: 
a) Physiological needs –These needs are at the lowest level in the needs hierarchy, but their 
satisfaction is crucial. They include the need for food, water, rest and shelter and other 
life-sustaining needs. A person will engage in activities of satisfying other needs only 
when physiological needs have been adequately satisfied. 
b) Safety and security needs–These needs are at the second level in the hierarchy, and they 
are a person‟s need for freedom from physical and psychological harm. When this need is 
unfulfilled in children, they usually cling to other sources of comfort, such as a person, 
favourite toys, and other objects (Oleson, 2004). The preference for routine, familiar 
things, structure in life, huge savings and various types of insurance, Oleson (2004) 
reports, are indications for their need for safety and security. 
c) Love and belongings – These comprise the social needs for companionship, belonging, 
acceptance, affection, which humans will seek to satisfy, with great intensity, as they 
would for basic necessities like food and water. 
d) Esteem needs – While humans will want to love and be loved, they also have the need 
and desire for self-esteem, status, and respect from others (Oleson, 2004). Maslow 
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(1943:371-372) classifies esteem needs into two basic categories: (i) The personal desire 
for adequacy, strength, achievement, confidence, freedom and independence; and (ii) The 
desire for recognition, attention, appreciation, reputation or prestige (respect or esteem 
from other people). When these needs are satisfied, people feel worthy, adequate, 
powerful, confident and useful (Oleson, 2004). The reverse will apparently happen when 
esteem needs are not satisfied. In this case, beliefs may be developed that money and 
material objects can fill and satisfy the void. 
e) Self-actualization needs – At this stage – and after the satisfaction of all other needs in 
the hierarchy, people would develop the need to become fully self-realized and to achieve 
their full potential in doing what they are best at.  
Maslow‟s human need theory is particularly useful in studying people‟s motivation, because 
unlike previous researchers who studied the motivation of people with deficiencies, Maslow 
examined what made psychologically whole people whole (Oleson, 2004). It is, however, a rare 
phenomenon to find people who are psychologically whole, because as individuals progressively 
interact with various environments (for example, the family, school, media, cultures), Maslow 
(1943) asserted that they develop specific needs; and these motivate them to respond to their 
experiences in various ways.  
 
Iglehart (1971 and 1990) employed Maslow‟s human-need theory to investigate materialism in 
societies. In line with the view of Kasser et al. (2002), Iglehart (1990) found that materialistic 
values are largely derived from a society that has failed to satisfy people‟s physiological and 
security needs. This deprivation, Iglehart (1990:66) emphasises, may cause people in the society 
to chronically “focus on lower-order needs for material comfort and physical safety over higher- 
order needs, such as self-actualization, belonging, aesthetic satisfaction, and quality of life”. 
 
Oleson (2004) similarly applied the Maslow‟s (1943) human-need theory to explore the 
relationship between human needs and money attitudes. He found a strong relationship between 
money attitudes and both the safety and esteem needs. Consumers who, for example, strive to 
satisfy esteem needs viewed money as a tool of power, and may thus engage in symbolic 
consumption or accumulate material goods – in order to feel socially powerful (Durvasula & 
Lysonski, 2010).  
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5.2.3 The Symbolic Self-completion Theory 
Wicklund and Gollwitzer‟s (1982) symbolic self-completion theory also emphasises the 
importance of psychological need satisfaction in materialistic orientations. Materialism, 
according to this theory, is fuelled by perceived self-discrepancies (a disparity between how an 
individual sees her/himself [the actual self] and how s/he would ideally wish to be seen [the ideal 
self]). Drawing from the symbolic self-completion theory, Dittmar et al. (1996) developed a 
theoretical model of impulse buying. This is presented in Figure 5.1.  
 
Figure 5.1: The Theoretical Model of Impulse Buying 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Dittmar et al. (1996:192)  
 
Figure 5.1 shows that social (for example, gender, age group, social class) and personality 
(inner/other directedness) factors impact on an individual‟s self-discrepancies. Individuals, who 
perceive self-discrepancies or a sense of incompleteness, are motivated to compensate in various 
ways. Some may compensate with strategies such as over-eating, while others may turn to 
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(e.g., usefulness, mood, self-image)       (e.g., jewellery, sports) 
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symbolic consumption like materialism. Some materialistic individuals may stop the process of 
self-symbolizing, once they get the desired self-definition, or when they get the 
acknowledgement that they are complete – either from others, or from psychological signals of 
feeling good and being in an enhanced mood (Yurchisin & Johnson, 2004).  
 
Other materialistic individuals, according to Dittmar et al. (1996), may continuously purchase 
symbolic material goods to satisfy their chronic state of incompleteness, until they become 
impulsive or compulsive buyers of different categories of goods and services.  
 
The self-determination theory, the human-need theory, and the symbolic self-completion theory 
all point to the fact that if the satisfaction of human needs (either physiological or psychological 
needs) is perceived to be inadequate, individuals will formulate strategies to compensate or to 
cope with the deprivation. While these theories are valuable in understanding how materialistic 
values and money attitudes can develop, their explanations, according to Moschis (2007), are 
simplistic, especially as they do not shed light on either the intensity and frequency of 
deprivation, nor do they detect the sensitive periods (age range when deprivation is experienced), 
within which human needs deprivation can engender money attitudes and materialistic values.  
 
Najman et al. (2010) noted that to get a better understanding of how basic-needs deprivation and 
socio-economic disadvantages impact on later-life psychological outcomes, the critical or 
sensitive periods and the effects of the intensity, duration, or the frequency of exposure to these 
experiences should be identified and distinguished. These considerations, Moschis (2007) 
contends, are some of the merits of the life-course approach in understanding consumption 
orientations. 
 
5.2.4 The merits of the life-course theory 
As discussed in Chapter Four, the life-course theory fundamentally deals with an understanding 
of how events that happened at an earlier age or stage in an individual‟s life will affect his/her 
thoughts and way of behaving later in life. While the afore-mentioned theories provide 
information of the types of experiences or events that are capable of influencing the development 
of certain values and attitudes, the life-course theory adds value by emphasising the importance 
of recognizing the historic timing of the events, the place (where the events happened), time 
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(duration) or intensity of a child‟s experience of these events, and the relationship of these events 
to other stressful events in the child‟s life (Elder, 1998; Moschis, 2007).   
 
Chase-Lansdale, Cherlin and Kiernan (1995), for example, noted that family disruptions, like 
divorces that occur when children are between the ages of 11 and 16 years, could be more 
harmful and have a greater impact than those experienced when children are between the ages of 
7 and 11 years old. Najman et al. (2010) and Roberts el al. (2003) noted that, major physical and 
mental developments or transformations, life choices and the transition to young adulthood take 
place during adolescence. Family disruptions at this critical stage in life, may – in all likelihood – 
lead, to greater adverse consequences. 
 
Elder (1998) and Hill et al., (2001) also state that childhood traumas, such as the loss of a parent 
and parental divorce, have more adverse effects when they are experienced earlier rather than 
later (timing) in childhood. The effects, they speculate, can persist for as much as 60 years 
thereafter. In addition, the young   person‟s length (duration) of exposure to such family settings 
has a direct impression on the life-course implications of stressful experiences, and is compatible 
with the long-term trajectory emphasized in life-course studies (Elder, George & Shanahan, 
1996). 
 
5.3 Life-course models developed to understand consumption orientations 
 
5.3.1 The models of Rindfleisch and Moschis on consumption orientation 
Realizing that the life-course principles can be useful in explaining consumption orientations, 
Rindfleisch et al. (1997) applied some of the life-course theoretical perspectives to develop a 
model of materialism and compulsive-buying behaviour. Their model is presented in Figure 5.2.  
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Figure 5.2: Rindfleisch et al. (1997) model of materialism and compulsive buying behaviour 
 
 
 
 
 
 
Source: Rindfleisch et al. (1997:316) 
 
Figure 5.2 depicts that family resources (tangible and intangible) and family stressors (role 
reorganizations, diminishing nurture and parental care) can mediate on how family structure 
experienced before the 18
th
 birthday can influence materialism and compulsive buying later in 
life. It also shows the potential of socio-economic status (SES) to moderate the impact of family 
structure on both family resources and family stressors. 
 
Considering that life-course researchers employ a number of theories to understand how 
childhood experiences affect various aspects of human behaviour, Moschis (2007) developed a 
general conceptual life-course model that can serve as a blueprint in examining more 
consumption-related issues. Moschis‟ (2007) conceptual model was presented in Figure 4.1 of 
Chapter Four. The elements and application of Moschis‟ (2007) model are in many ways 
(especially the choice of disruptive family events) an adaptation of Rindfleisch et al.‟s (1997) 
model. The only difference is Moschis‟ (2007) inclusion of the normative perspective of the life- 
course research.  
 
Hill et al. (2001) found that out of the three (normative, stress and economic hardship) 
theoretical perspectives of the life-course research they employed in their study of how 
childhood family structure affects adult behaviour, the economic hardship (in terms of family 
resources) and stress (in terms of diminishing parental care and role reorganizations prompted by 
parental divorce) were the aspects that weakened the emotional security and the self-esteem of 
children.  
 
Low self-esteem, as noted by Rindfleisch et al. (1997) is one of the likely reasons behind a 
person‟s orientation toward materialism. 
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This study will, therefore, employ only the stress and economic hardship perspectives of the life- 
course theory to understand the effects of childhood family experiences on Generation Y South 
Africans‟ money attitudes and materialistic values. The study will also enhance these theories by 
examining the moderating role of money attitudes on the relationship between childhood family 
experiences and materialism. This is in response to Benmoyal-Bouzaglo and Moschis‟(2010) – 
and Roberts et al.‟s (2006) – recommendations that an investigation be conducted into the effects 
of stressful family disruptions on the psychological orientations that precede materialism. 
 
5.3.2 The conceptual model of this study 
 
Figure 5.3: The Conceptual Model of this Study 
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The review of literature on materialism, money attitudes and life-course research, and 
Rindfleisch et al.‟s (1997) and Moschis‟ (2007) conceptual model of consumption orientations 
will guide the conception of this study‟s model. The model is depicted in Figure 5.3. 
 
Figure 5.3 shows that depending on whether an individual grew-up in an intact (two parent 
household) or a non-intact (disruptive situations emanating from parental divorce or separation) 
family before his/her 18
th
 birthday, family resources (tangible and intangible) may be considered 
inadequate (H1) or more stress may be perceived (H2). The perceived stress and level of family 
resources will either affect the development of materialistic values directly (H3) or indirectly 
through how they shape money attitudes (H4, H5 H6).  
 
In addition, growing up in an intact or non-intact family structure is also hypothesised as having 
a direct (H8) influence on materialism, or indirectly through its effect on money attitudes (H9, 10). 
A direct relationship is also proposed between money attitudes and materialistic values (H7). 
 
According to Figure 5.3, thechildhood family structure would be the initial independent variable, 
and then a series of other variables (perceived family resources, perceived stress, and money 
attitudes) that aggravate or mitigate materialism (dependent variable) would constitute dependent 
and later independent variables. For example, childhood family resources will first constitute a 
dependent variable on childhood family structure, and later an independent variable that 
determines money attitudes and materialism. 
 
5.4 Research hypotheses 
Benmoyal-Bouzaglo and Moschis‟ (2010), Moschis‟ (2007),  Rindfleisch et al.‟s (1997) and 
Roberts et al.‟s (2003 and 2006) application of the theoretical perspectives of the life-course 
research to understand materialism and the relationships proposed in the conceptual model in 
Figure 5.3 form the basis for the formulation of this study‟s hypotheses. 
 
Rindfleisch et al. (1997) and Roberts et al. (2003 and 2006), who initially applied the theoretical 
perspectives of the life-course research to understand consumption orientations, found that 
disruptive family structures do influence the development of materialistic values and compulsive 
buying behaviour. Both teenagers in Roberts et al.‟s (2003) study and young adults in 
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Rindfleisch et al.‟s (1997) study, who were materialistic, used the purchase and enjoyment of 
material goods as a coping mechanism against insecurity caused by divorce or separation.  
 
If divorce has produced insecurities, could it not have first affected money attitudes, especially 
considering Hanley and Wilhelm‟s (1992) findings that compulsive spenders hold symbolic 
attitudes (obsession and power/prestige) towards money, because they believe in its ability to 
enhance one‟s self-esteem? 
 
Rindfleisch et al.‟s (1997) and Roberts et al.‟s (2003) studies also revealed that there was no 
moderating effect of socio-economic status on the family structure-family resources/stressors 
relationships. This implies that irrespective of a family‟s pre-divorce socio-economic status, 
subjects may still have perceived their parents‟ divorce as stressful and family resources 
(especially the intangible resources of love and emotional support) as being inadequate.  
 
In terms of the relationship between both family resources and stressors and materialism, 
Rindfleisch et al. (1997) found that only the absence of intangible family resources have any 
bearing on subjects‟ reliance on the happiness dimension of materialism. Roberts et al.‟s (2003) 
findings indicated that family stressors were rather the main causes of happiness dimension of 
materialism. Apart from the mixed results here, these findings raise questions as to whether the 
majority of children in South Africa who have only had single-parent and single-income 
experiences (Philippe, 2006) would find the situation stressful and develop materialistic values.  
 
According to Wu (1996), it is the change in childhood family structure, rather than prolonged 
period living in a single-parent and single-income family that causes stress and affects 
behaviours.  
 
Cross-culturally, the life-course studies on materialistic values have produced mixed results. 
While Rindfleisch et al. (1997 and Roberts et al. (2003) found a relationship between childhood 
family structure and materialism in the U.S., Flouri (1999) in the U.K and Benmoyal-Bouzaglo 
and Moschis (2010) in France, did not find any such relationship. Nguyen et al. (2009) in 
Thailand found that childhood disruptive family structure influenced materialism only among 
Thai young adults from the lower social classes. This is in contrast to Rindfleisch et al.‟s (1997) 
and Roberts et al.‟s (2003) studies, which found no moderating effect of SES.  
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Could perceived levels of family resources, perceived stress, differing money attitudes and 
cultural differences account for these mixed results? 
 
Benmoyal-Bouzaglo and Moschis (2010), for example, postulate that French young adults or 
Generation Y are less likely to use material possessions to build self-worth damaged by 
disruptive family events. More so, the French are less likely to endorse materialism as a desirable 
norm. Will this be the norm in South Africa? 
 
None of the researchers who adopted the life-course approach to study materialistic values 
investigated the moderating role of money attitudes; neither did they assess the impact of 
childhood family experiences on money attitudes. Logically, Richins and Rudmin (1994) 
suggested that people low and high in the materialism scale may differ in the meaning and values 
they attach to money. Mitchell and Mickel (1999) also reported that people who value money 
highly also have a greater need for achievement, and may score higher in materialism. The 
meaning people attach to money, according to Mitchell and Mickel (1999), is partly determined 
by their early childhood experiences, even though no empirical proof of this assertion was 
provided.  
 
In most behavioural intentions and actions, Mitchell and Mickel (1999) stressed that money 
attitudes are always active in the background. It is therefore necessary to examine the moderating 
role of money attitudes on how childhood family experiences can affect materialism.   
 
From the foregoing issues, the following hypotheses have been formulated: 
H1 Generation Y South Africans who lived in non-intact families before their 18
th
 birthday 
will report lower levels of perceived family resources (tangible and intangible) than those 
who lived in intact families before their 18
th
 birthday. 
 
H2 Generation Y South Africans who lived in non-intact families before their 18
th
 birthday 
will report more perceived stress than those who lived in intact families before their 18
th
 
birthday. 
 
H3
 
There is (a) a negative relationship between Generation Y South Africans‟ childhood 
perceived level of family resources and their later materialistic values; and (b) a positive 
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relationship between childhood perceived stress of Generation Y South Africans and their 
later materialistic values. 
 
H4 Generation Y South Africans‟ perceived tangible family resources are (a) positively 
related to their conservative (security and budget) money attitudes, and (b) their 
perceived intangible family resources are negatively related to their symbolic (status, 
achievement, worry) money attitudes. 
 
H5 Generation Y South Africans‟ perceived stress is positively related to their symbolic 
(status, achievement, security) money-attitude dimensions. 
 
H6 Generation Y South Africans‟ money attitudes will moderate the relationships between 
(a) their childhood perceived family resources and materialism, and (b) their childhood 
perceived stress and materialism. 
H7 The three materialistic values of success, centrality and happiness are: (a) positively 
related to the symbolic (status, achievement and worry) money attitudes dimensions and 
(b) negatively related to the conservative money attitudes (security and budget) 
dimensions. 
 
H8 There is a significant difference in materialism among Generation Y South Africans 
raised in non-intact and intact family structures.   
 
H9 There is a significant difference in money attitude dimensions among Generation Y South 
Africans raised in non-intact and intact family structures.   
 
H10 Generation Y South Africans‟ money attitudes will moderate the relationship between 
their childhood family structure and materialism. 
 
5.5 Definitions and operation of the variables of this study’s model 
 
5.5.1 Childhood family structure 
Even though children experience varied (for example, „two-parent family‟, „mother-only family‟, 
„mother-with-stepfather family‟, „mother-with-grandparent(s) family‟ – Hill et al., 2001:273) 
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family structures when they are growing up, Rindfleisch et al. (1997) categorize these 
experiences into mainly two types, namely:“intact” and “non-intact” family structures. They 
define the “non-intact” or disruptive family structure as “the dissolution of a two-parent family 
due to divorce or separation (Rindfleisch et al., 1997:312), unlike the “intact” that represents 
the „two-parent family‟ (Hill et al., 2001). 
 
Family structure for this study is viewed in terms whether it is “intact” or “non-intact”, because 
it will be measured in terms of whether respondents did or did not live with both their biological 
parents before their 18
th
 birthday –as did Rindfleisch et al.(1997). The experiences before the 
18
th
 birthday will be considered because life-course researchers report that family disruptions 
experienced when subjects are adolescents (13 – 18 years old) have more impact on later 
behaviours (Chase-Lansdale et al., 1995; Elder, 1998; Hill et al., 2001). 
 
5.5.2 Perceived level of childhood family resources 
Family resources are viewed as a source of human capital (Frytak et al., 2003). Rindfleisch et al. 
(1997) classify and measure family resources in terms of tangible (pocket money, food, and 
clothing) and intangible resources, such as adult supervision, practical help, love, emotional 
support, role modelling and guidance. Similarly, this study will measure the perceived level of 
childhood family resources in terms of respondents‟ ratings on how the tangible and intangible 
family resources Rindfleisch et al. (1997) enumerated were felt to be exceptionally or 
inadequately provided before their 18
th
 birthday. Measurement will be on a five-point scale with 
1 = inadequate support, and 5 = exceptional support. 
 
5.5.3 Childhood perceived stress from disruptive family events 
Children, who experienced family disruptions, such as divorce, often also face a number of other 
stressful events, like parental conflict, movement to different locations, change of caregivers, 
diminishing love and emotional support and role changes (Hill et al., 2001; Rindfleisch et al., 
1997). In addition to these stressful events, this study will include South African-specific events 
that may emanate from disruptive families, like caring for an HIV Aids relative, contributing to 
family income at an early age, growing up in a home with drug and physical abuse, alcoholics 
and gamblers.  
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Respondents will be asked to rate the extent to which these events they experienced before their 
18
th
 birthday are perceived as having an impact on a five-point scale (1 = no impact at all and 5 = 
very much impact).  
 
5.5.4 Symbolic money attitude dimensions 
 Money attitudes for this study are defined as “the meanings, importance, feelings, values and 
beliefs that an individual or a group of individuals attach to money, which guide their money-
related behaviours”. This definition stems from researchers‟ findings that money takes on a 
number of emotional and attitudinal meanings, including respect, power, achievement, anxiety, 
status, love and security (Burgess, 2007; Durvasula & Lysonski, 2010; Furnham 1984; Goldberg 
& Lewis, 1978; Rose & Orr, 2008; Wernimont & Fitzpatrick, 1972; Yamauchi & Templer, 
1982).  
 
Mitchell and Mickel (1999) noted that the meaning people attach to money tends to include more 
affective and symbolic components than the rational meaning. Money attitudes for this study will 
thus be measured in terms of how subjects agree or disagree to Rose and Orr‟s (2008) five-factor 
symbolic money-attitude items of status, achievement, security, worry and budget.  
 
Rose and Orr‟s (2008) symbolic money-attitude scale is preferred for this study, because it is a 
marketing-related scale and the dimensions are motivational. Rose and Orr (2008), for example, 
found that people who valued money for security are motivated to seek practical information 
from others when making decisions. Those who scored high on the status and achievement 
dimensions of money tend to hold the centrality and success values of Richins and Dawson‟s 
(1992) materialism scale, respectively. 
 
5.5.5 Materialistic Values 
 Researchers who have adopted the life-course model to study materialism have used Richins and 
Dawson‟s (1992) scale to measure materialism. This study will thus use the same scale to 
measure materialism. In line with Richins and Dawson‟s (1992:308) definition of materialism, 
materialists in this study will be considered as “consumers who place material possessions and 
acquisitions at the centre of their lives, value possessions as a means of achieving happiness, or 
use possessions as indicators of success and status”.  
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The success dimension of materialism will be operationalized in terms of how much subjects 
agree or disagree on whether for example, they admire people who own expensive homes, cars, 
and clothes, see acquiring material possessions as some of the most important achievements in 
life, and place much emphasis on the amount of material objects people own as a sign of success. 
The centrality dimension will be operationalized in terms of how for instance, subjects often 
spend money even on things they really do not need.The happiness dimension of materialism 
will measure for example, how much subjects agree that their life would be better if they owned 
certain things they do not currently have. 
 
Measurement for these three materialistic values or dimensions will also be on a five-point scale, 
where 1 = strongly disagree and 5 = strongly agree. 
5.6 Conclusion 
This chapter has applied the explanations in Ryan and Deci‟s (2000) self-determination theory, 
Maslow‟s (1943) human-need theory, Wicklund and Gollwitzer‟s (1982) symbolic self-
completion theory and the life-course theory – in order to conceive this study‟s model. 
Considering that the theoretical perspectives of the life course research were reported as being 
more innovative, Rindfleisch et al.‟s (1997) and Moschis‟ (2007) life-course models were the 
preferred framework with which to develop the conceptual model of how childhood family 
experiences can influence the development of money attitudes and materialistic values. 
 
Based on this study‟s model, as presented in Figure 5.3, and on how Benmoyal-Bouzaglo and 
Moschis (2010), Moschis (2007),  Rindfleisch et al.(1997) and Roberts et al. (2003 and 2006) 
applied  the theoretical perspectives of the life-course research to understand materialism, the 
various hypotheses in this study were formulated.  
 
Chapter Six will discuss the various research methodologies whereby the data were collected and 
empirically analysed to test these hypotheses. 
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CHAPTER 6 
 
RESEARCH METHODOLOGY 
 
6.1 Introduction 
Chapter Five presented the conceptual model for this study. The conception of the model was 
guided by a review of literatureon theories that provide explanations of how childhood family 
experiences can affect the development of materialistic values and money attitudes. Hypotheses 
were formulated and the variables were defined and operationalized. 
 
This chapter discusses the research methodology adopted to test the hypothesized relationships. 
The research problem will first be defined, followed by a discussion on the research design. The 
sampling frame and method will be explained next; and finally, the methods of data collection 
and analysis will be discussed. 
 
6.2 The Research Problem 
Two research problems were identified for this study. 
 
6.2.1 Research Problem 1 – Understanding Generation Y South Africans’ money 
attitudes and materialistic values from childhood family experiences 
Generation Y has been raised in an era of technological innovations, economic and socio-cultural 
changes. The family, for example, is undergoing structural changes like double-digit increases in 
divorce rates and single-parent/income homes (Rindfleisch et al., 1997). With these 
developments, there are questions on what money attitudes and consumption orientations 
Generation Y will adopt.  
 
Penman and McNeil (2008) found that Generation Y consumers are spendthrifts, with the 
majority of their spending done impulsively because of social pressure. Martin and Turley‟s 
(2004) research findings, on the contrary, portray Generation Y as being more likely to be 
objectively (economic consumption orientation) rather than socially (social consumption 
orientation)motivated to consume. 
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According to Wolburg and Pokrywczynski (2001), Generation Y has lived through the trauma of 
parents‟ divorce, limited financial aid and a weak job market. They are also more likely to 
contribute to family finances from an early age. Growing up in these stressful conditions of 
socio-economic hardship, Wolburg and Pokrywczynski (2001) question whether these situations 
would cause Generation Y to be thrifty – or rather to be spendthrifts in their money attitudes and 
spending habits in order to overcome stress. 
 
In South Africa, a good number of Generation Y has been raised in single-motherhood or 
granny/children headed homes (Henn, 2005; Siqwana-Ndulo, 1998). Their available parent had 
little access to education, was limited to the most menial of jobs, and had few opportunities for 
social or economic advancement (Management Today, 2008). Consumer researchers seek to 
understand the consumption implications of these types of events, especially as there are reports 
that divorce and single-parenthood produce stress, economic hardship and low levels of self-
esteem (Hill et al., 2001).  
 
Rindfleisch et al. (1997) postulate that, children who have experienced a disruptive family 
structure during childhood (before the 18
th
 birthday) will more probably attach high importance 
to material possessions (materialism) later in life. This they further suggest, may be mediated by 
a perception of inadequate family resources (especially intangible resources like love and 
emotional support) and stress (from for example, role re-organization, a drop in family income, 
loss of love and attention).The research question that arises for this study is whether Generation 
Y members raised in disrupted families in South Africa will experience lower levels of family 
resources and find this experience stressful. If so, would these experiences influence them to 
adopt conservative or behavioural (security and budget) money attitudes and be consequently 
less materialistic; or would they symbolically (status and achievement) value money and be more 
materialistic?  
 
6.2.2 Research Problem 2 – Assessing the moderating role of money attitudes in the life- 
course study of materialism 
Materialism has been of interest to consumer psychologists and researchers, political scientists, 
social and economic psychologists – because it is commonly viewed as an inescapable and 
undesirable aspect of consumer culture (Burroughs & Rindfleisch, 1997). However, because 
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current states of events and marketing activities are often being blamed for the growth of 
materialism (Chaplin & Roedder-John, 2007), relatively little is known of how childhood family 
experiences affect the development of materialistic values through psychological outcomes like 
money attitudes. 
 
Few researchers have adopted the life-course approach (understanding later-life behaviour from 
childhood experiences) to study the development of materialistic values (Benmoyal-Bouzaglo & 
Moschis, 2010). Moreover, the moderating role that money attitudes may have on the 
relationship between childhood family experiences and materialistic values has not been 
investigated, despite Richins and Rudmin‟s (1994) prediction that people low and high in 
materialism may differ in the meaning and values they attach to money. 
 
Money attitudes have been an under-researched topic in clinical psychology (Furnham & 
Okamura, 1999) and in consumer and marketing research (Durvasula & Lysonski, 2007). They 
are not only partly determined by early childhood experiences (Gurney, 1988), but are always 
active in the background of most behavioural intentions and actions (Mitchell & Mickel, 1999). 
An assessment of the moderating effect of money attitudes on how childhood family experiences 
affect materialism, using the life-course model, is therefore another essential research problem in 
this study.   
 
6.3 Research design 
The nature of this study‟s research problems and questions warrants the use of quantitative 
research methodologies to collect and analyze the data. Previous studies have provided 
standardized measurement scales, which have been proven reliable and valid in measuring the 
variables (intact/non-intact families, perceived family resources, perceived stress, money 
attitudes and materialistic values) used in this study. 
 
A cross-sectional or correlational research design was employed, because relationships or 
associations between variables were to be examined, without inferring a cause-to-effect links 
between them (see Field, 2009:783-784). If a significant correlation is found, this may point to a 
causal link, but causality cannot be automatically concluded. Cross-sectional study is also 
preferred, because groups of people who differ in the variables being studied, but share the same 
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trait or characteristic (e.g., educational background, socio-economic status) can be selected to 
answer research questions of interest at a single point in time, rather than over a long period 
(Olsen & George, 2004). 
 
6.4 Sampling frame and method 
The sample frame consists of University (undergraduate) Generation Y South Africans: males 
and females from various ethnic backgrounds within the ages of 18-25, who grew up in intact 
and non-intact family structures. University-aged Generation Y are considered appropriate, 
because they are not only ideally suited to remember their past circumstances (Wooten, 2006), 
but must have also formed consumption habits, attitudes and values by this age (Rugimbana, 
2007).   
 
A cluster-sampling technique was used to obtain the required sample. With this probability 
sampling technique, the researcher divides the sample population into groups (such as 
universities or faculties), and then selects any of these groups for complete participation in the 
study (Struwig & Stead, 2009). For this study, the Nelson Mandela Metropolitan University 
(NMMU) in the Eastern Cape (where a high percentage of households according to Siqwana-
Ndulo [1998] are single-parent or granny-headed) was selected to recruit respondents. The 
Western Cape University (UWC) in the Western Cape of South Africa was also considered 
suitable to obtain the intended sample, because it has a considerable number of young South 
Africans from a diverse range of socio-economic backgrounds, and is close to the researcher‟s 
residence.  
 
As did other researchers (for example, Martin & Turley, 2004; Rugimbana, 2007), who found 
business students suitable to respond to consumer behaviour surveys, Business Faculty 
undergraduate students (most likely to fall in the required age group of 18-25) from both the 
NMMU and the UWC were sent e-mails to participate in an electronic survey. The UWC 
undergraduate students selected, and emailed to participate in the survey were those registered in 
the marks administrator‟s continuous assessment list of the School of Business and Finance (a 
department at UWC‟s Faculty of Economics and Management Sciences). The undergraduate 
students emailed at NMMU were those of the School of Management Sciences (a department at 
NMMU‟S Faculty of Business and Management Sciences).  
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Out of the undergraduate students from both departments at both universities who received the 
emails and decided to participate in the survey, 826 satisfactory responses were received. The 
response rate could not be calculated, because it was difficult to assess the number of intended 
respondents who actually opened the email and attempted to participate in the survey.  
 
Considering Hair et al.‟s (1998) recommendation that between 15 to 20 observations for each 
independent variable (there were five for this study) be used, if the results are to be generalized 
to the sample population, and a 50 to 1 ratio be used for multivariate analyses (such as factor 
analyses, hierarchical regression analysis), the 826 responses obtained for this study were large 
enough to conduct multivariate statistics. The envisaged sample size (800) and frame were 
obtained in the data-collection exercise.  
 
6.5 Data Collection 
 
6.5.1 Research ethics 
The data-collection process started with an application to the research ethics committees of the 
two participating universities to examine the research instruments and to approve the research 
and its application to the students. Thus, ethics approval was received from both universities. 
The NMMU ethics approval number is for example, H 2010 BUS BMa 16, and is found in 
Annexure A.  
 
6.5.2 Research instruments 
A questionnaire was used to collect the data. It was structured into five sections, reflecting the 
conceptual model in Figure 5.3.  Section A contained eight questions dealing with the 
respondents‟ socio-demographic information, as outlined in Table 6.1. The seventh question of 
this section measured the number of respondents who had lived in intact and non-intact families 
before their 18
th
 birthday. 
 
Section B contained statements that measured perceived childhood family resources (tangible 
and intangible), as did that of Rindfleisch et al. (1997). Childhood-perceived stress from 
disruptive family events are found in section C, and were eventually adapted from the 
Rindfleisch et al. (1997) scale, by including events specific to South Africa. Section D consists 
of Rose and Orr‟s (2007) twenty four-item symbolic money-attitude scale. The ten-item 
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materialism scale, used in this study and adapted from Richins and Dawson‟s (1992) sixteen-
item scale, are also found in section D of the questionnaire (see Appendix B for a copy of the 
questionnaire).  
 
Chapter 5 discusses how each of the variables were defined and operationalized.  
 
6.5.3 Validity of the research instruments 
Validity tests ensure that the instrument used to collect the data actually measures what it sets out 
to measure (Field, 2009). The validity of this study‟s instruments have been repeatedly tested by 
previous studies and confirmed to yield an acceptable degree of content, construct and empirical 
validity.  Rindfleisch et al. (1997), for example, tested the construct validity of family resources 
and stress, by factor analysing all the items across both scales, to assess whether two separate 
and conceptually distinct constructs of family resources and family stress will emerge.  
 
Rindfleisch et al. (1997 found that all of the items of family resources and those of family stress 
strongly loaded on two separate factors, thus ensuring the discriminate validity of these two 
variables. Tangible and intangible family resources were also found to be two separate 
dimensions through factor analyses. The empirical or nomological validity of the family 
resources and family stressors were also tested by confirming their significant correlation with 
other variables.  
 
Rose and Orr (2007) tested the validity of the money-attitude scale by conducting a series of 
validity tests with different samples, over various time periods, and on how they correlate with 
different consumer behaviour scales. Their content validity was done by asking marketing and 
management lecturers with PhDs, and who are conducting behaviour-related research to judge 
and rate how well each money-attitude item represented its respective dimension.  
 
The items meeting the criteria were further used to conduct exploratory and confirmatory factor 
analyses to assess the construct validity of the scale. The significant correlation of the obtained 
factors with various consumer-behaviour constructs proved the nomological validity of the 
money-attitude scales. Richins and Dawson (1992) followed the same steps to validate the 
materialism scale used in this study.  
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6.5.4 A pilot survey to assess scale reliability 
A pilot study was conducted in October 2010 at a class session in the NMMU Department of 
Business Management. Twenty-three paper-and-pencil completed questionnaires were received 
for analysis. Descriptive analyses were conducted. The results of the reliability tests of the 
various variables showed that the scales of perceived stress and for money attitudes had good 
reliability alphas of 0.78 and 0.79, respectively. Richins and Dawson‟s (1992) sixteen-item 
materialism scale however, produced a low Cronbach alpha of 0.5. This was unexpected, 
especially considering that the scale has been widely used before. Individual items that scored 
Cronbach alphas lower than 0.4 in the materialism scale were thus deleted. These were the items 
4, 5, 10, 11, 15, and 16. Ten final items were retained. All the results from the pilot study guided 
the selection of the items included in the final questionnaire. 
 
6.5.5 The data-collection method and administration 
The administration of the final questionnaire followed the pilot study on November 2010. Since 
access to students‟ email addresses was easy, and a large number of students were to be sampled, 
an online survey was the selected method of collecting the data. The online survey also 
guaranteed the respondents‟ anonymity, and they could honestly answer the questions at their 
most convenient time and day.  
 
The webpage with the web-address link to the questionnaire contained a letter that described the 
objectives of the survey; it stated how the confidentiality of the information would be handled, 
and provided the email addresses of the researcher and the supervisors, to whom questions could 
be posed. (Appendix A provides the letter).  
 
On completing and submitting the survey, a different and new web-link (for anonymity) opened, 
where respondents were asked to enter their names and cell numbers for a lucky draw. Five cash 
prizes were offered as incentives to the respondents to participate and complete the survey. 
Providing an incentive to participate in a survey is not uncommon in consumer research. 
Burroughs and Rindfleisch (2002), for example, offered a Sony DVD player as a prize to 
motivate respondents to participate in their survey. 
 
While all of the socio-demographic questions received a 100% response rate – because the 
response for this section was compulsory, there were a few non-response problems with some 
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other items. Data were particularly missing for the stress item, where the respondents were asked 
to circle the number, 1 (meaning, not applicable) if they had not experienced an event. Some of 
the respondents preferred to leave blank spaces. On the assumption that the missing values were 
because they were „not applicable‟ to the respondents, the researcher set the missing value to 1.  
6.6 Data analyses 
Excel and SPSS statistical packages were both used in the data-analysis processes. Excel was 
used to capture the electronic responses and to conduct descriptive analyses. The analyses thus 
started in Excel, whereby the reliability coefficients, the mean and the distribution of the scores 
were computed. An examination of the plots of the scores showed, that in many cases, the 
distribution was highly skewed.  For this reason, the primary analysis methods used to analyze 
the data in SPSS were non-parametric, such as the Wilcoxon Rank Sum test (for comparing those 
from intact and non-intact families, for example) and the Spearman Correlation (for examining 
associations between perceived family resources, money attitudes, materialism subscales or 
factors) (Field, 2009).   
 
Standard hierarchical multiple-regression methods were used to test the moderating effects of 
money attitudes (Rindfleisch et al., 1997). 
 
The selection of the methods to analyze the data was guided by the objectives of the study and 
the hypothesized relationships. Since the underlying dimensions or structure of perceived family 
resources (in terms of tangible and intangible) money attitudes (in terms of the five factors in 
Figure 5.3) and those of materialistic values (in terms of success, centrality and happiness) were 
to be identified as well, factor analysis was used.  
 
Factor analysis techniques satisfy two objectives, namely, to identify the structure through data 
summarization and for data reduction (Hair et al. 1998). The two purposes can be achieved from 
either exploratory or confirmatory-factor analysis. Exploratory-factor analysis was used for this 
study as a data-reduction tool, but with a predetermined number of factors using the SPSS 
package. Factor analyses generate composite scores or factors from which further inferential 
statistics can be obtained. 
 
The steps followed in the research process are summarized in Table 6.1.  
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Table 6.1: A summary of the research process used and discussed in this chapter 
Step taken in research Description of the step  
Step 1: Research design Cross-sectional design was selected because associations 
and not causality are concluded between variables 
Step 2:  Selecting sampling frame and size Through cluster sampling technique, Business Faculty 
undergraduate students at NMMU and UWC were 
selected. Hair et al.‟s (1998) and Struwig and Stead‟s 
(2009) guidance to select sample size was followed. 
Step 3: Data collection 
 
 
 
- Research ethics 
 
 
- Research instrument 
 
- Scale validity  
 
 
- Pilot survey to test scale reliability 
 
 
-Data collection method and administration 
 
 
The techniques used to appropriately and ethically 
collect data are explained. Data were collected through 
online survey. 
 
An ethical approval certificate was obtained from 
NMMU and also from UWC. 
 
Questionnaire was used and its structure was described. 
 
Steps that authors of instruments followed to validate 
this study‟s scales are described.  
 
A pre-test of the research instruments was conducted 
and their reliability is reported here. 
 
Online survey method was used. Steps to guarantee 
confidentiality and to encourage participation are 
outlined. 
Step 4: Data analysis The statistical packages used and suitable methods of 
analyzing the data are explained. 
 
The summary in Table 6.1shows the quantitative research steps followed to collect data for 
empirical analyses. 
 
6.7 Conclusion 
This chapter has presented the research methodology of this study through discussions on the 
research problem and design, sampling techniques, the research instruments used for data 
collection and the data analyses methods.  
 
The nature of the research questions and the availability of validated instruments to measure this 
study‟s variables prompted the use of quantitative methods to collect and analyze the data. The 
instruments had to be pre-tested to assess their reliability with the South African sample. One of 
the variables – materialism – had some items that produced unacceptable reliabilities. These 
items were deleted from the final questionnaire to improve the reliability of materialism, when 
collecting the final data. 
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An easy access to students‟ email enabled the use of an online survey. A total of 826 completed 
questionnaires were received from the NMMU and UWC business undergraduate students 
surveyed. Descriptive statistics, correlation, factor analyses and hierarchical regression analyses 
were deemed appropriate to analyze the data. Chapter Seven will provide the empirical results of 
the quantitative analyses. 
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CHAPTER 7 
 
RESULTS AND INTERPRETATION 
 
7.1 Introduction 
Following the discussions on the research problem, research design, sampling techniques, data 
collection and analyzing methods in Chapter Six, this chapter provides an exposition of the 
research findings from the quantitative analyses, as well as an interpretation of each of the 
findings. The chapter starts by presenting the descriptive statistics, followed by the results of the 
reliability tests conducted on the instruments used. The results of the factor analyses are 
presented next, after which, the inferential statistics that represent the hypothesized relationships 
are discussed.  
 
7.2 Descriptive statistics 
Descriptive statistics provide summaries and features of the sample and the measures. The socio-
demographic data of the respondents are presented in Table 7.1. 
 
Table 7.1: Socio-demographic data of the respondents 
Socio-demographics Frequency Percentage 
Gender 
Male 
Female 
Total Sample 
 
396 
430 
826 
 
47.9 
52.1 
100 
Age 
‹18 years 
18-20 
20-24 
24-30 
30+ years 
 
14 
289 
288 
99 
36 
 
1.7 
35 
47 
12 
4.4 
Marital Status 
Never married 
Not married but lives with partner 
First married 
 
753 
27 
42 
 
91.2 
3.3 
5 
Religion‟s influence on decision-
making in life 
Yes 
No 
N/A 
 
 
705 
101 
20 
 
 
85.4 
12.2 
2.4 
Home language 
Africans 
English 
Xhosa 
 
110 
300 
304 
 
13.3 
36.3 
36.8 
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Socio-demographics Frequency Percentage 
Zulu 
Other 
26 
86 
3.2 
10.4 
Household income provider 
Self 
Mother only 
Father only 
Mother and Father 
Grand Parents 
Other 
 
5 
222 
146 
401 
33 
19 
 
0.6 
26.9 
17.7 
48.6 
4 
2.3 
Intact family before 18
th
 birthday 
Yes 
No 
 
481 
345 
 
58.2 
41.8 
How financially well-off is 
household? 
Very well-off 
Somewhat well-off 
Not so well-off 
Not well-off at all 
 
 
68 
415 
249 
94 
 
 
 
8.2 
50.2 
30.2 
11.2 
 
From Table 7.1, it is clear that 82.2% of the respondents were within the intended age bracket of 
18-25. Females (52.1%) slightly out-numbered males (47.9%), probably reflecting the enrolment 
gender structure of Business Faculties in South Africa. Up to 58.4% of the respondents were 
raised in financially well-off households, as opposed to 41.4% who lived in households that were 
not financially well-off before their 18
th
 birthday. Nevertheless, more mother-only (26.9%) 
provided the household income than father-only (17.7%).  
 
It is also important to note from Table 7.1 that up to 85.4% of the respondents stated that religion 
influences the decisions they make in life. Religious influence, according to Sood and Nasu 
(1995), through its communication networks provides members with behavioural norms. 
Religious respondents to this study may thus hold the belief that spiritual qualities, rather than 
economic accomplishments and material possessions, should mitigate the effects of stress and 
other negative family factors in life (La Barbera and Gurhan 1997). 
 
Interestingly, more respondents lived in intact (52.2%) homes (contrary to Philip, 2006 report) 
before their 18
th
 birthday. Figure 7.1 shows a pie chart of the respondents‟ family structures. 
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Figure 7.1: Pie chart of respondents’ family structures 
 
Figure 7.1 shows the 52.2% (Y in green) of respondents who grew up in intact families versus 
the 41.8% (N in blue) of those who were raised in non-intact families before the age of 18. Bar 
charts were drawn to compare the percentage of non-intact and intact respondents who spoke 
various languages and were financially well-off, or were not. Figures 7.2 and 7.3 present the bar 
charts. 
 
Figure 7.2: Distribution of respondents’ financial background according to family 
structure 
 
 
Very well-off 
Somewhat 
well-off 
Not so 
well-off 
Not well-off 
at all 
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Figure 7.2 reveals that a greater percentage of the very well-off and somewhat well-off 
respondents grew up in intact families; and most of the respondents who reported they were not 
well-off at all had grown up in non-intact families. This supports the assertion of Hill et al. 
(2001) and Rindfleisch et al. (1997) that financial resources would be one of the greatest 
differences between an intact and a non-intact family structure. 
 
Figure 7.3: Distribution of respondents’ home language, according to family structure 
 
 
According to Figure 7.3, a greater percentage of the Xhosa-speaking respondents were raised in 
non-intact homes. This confirms Siqwana-Ndulo‟s (1998) finding that a high percentage of 
children raised in households in the Eastern Cape of South Africa, where Xhosa is mostly 
spoken, grew up in non-intact families, such as single-parent or granny-headed homes.A greater 
percentage of the English-speaking respondents were raised in intact families.  
 
The English-speaking respondents could be composed of some White or privileged Black South 
Africans who had the opportunity to be raised in stable homes. 
 
The descriptive results of the main variables in this study and their dimensions are presented in 
Table 7.2. 
 
 
 
Africans 
English 
Xhosa Zulu 
Other 
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Table 7.2: The mean and standard deviation of variables and their dimensions 
Variables & dimensions Mean Standard Deviation 
Perceived family 
resources 
Tangible  
Intangible 
 
3.7 
3.4 
4.0 
 
0.9 
0.9 
0.9 
Stress 2.1 0.8 
Money attitudes 
Status 
Achievement 
Security 
Worry 
Budget 
3.3 
1.9 
3.1 
4.3 
3.4 
3.5 
1.16 
0.9 
1.1 
0.8 
1.0 
0.9 
Materialistic Values 
Success 
Centrality 
Happiness 
2.9 
2.9 
2.7 
3 
0.6 
0.9 
0.8 
0.8 
 
The variables in Table 7.2 were measured with a five-point Likert scale, whereby 1 and 2 
represented the degree to which respondents disagreed with the statements on the variables, 3 
stood for a neutral choice, and 4 and 5 meant that the respondents fairly and strongly agreed with 
the statements, respectively.  
 
The mean scores of the variables in Table 7.2, therefore, indicate that overall, Generation Y 
South Africans surveyed perceived family resources received from parents before their 18
th
 
birthday as moderately (M =3.7) adequate. Specifically, intangible resources (such as love, 
guidance and emotional support) received from parents were perceived to be higher (M =4.0) 
than the tangible (food and clothing) resources (M =3.4). The stress of disruptive events were 
perceived as not having much impact (M =2.1).  
 
In terms of money attitudes, the mean ratings of security (M =4.3) were the highest, budget (M 
=3.5) was second highest, and worry (M =3.4) was the third highest. Respondents were neutral as 
to whether their attitude towards money was achievement (M =3.1). There was disagreement that 
their attitudes towards money was the status dimension (M =1.9). Regarding their agreement 
with statements on whether they were materialistic, they were neutral – with a mean rating of (M 
=2.9).  
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7.3 Scale reliability 
Before the descriptive statistics were obtained, reliability tests were conducted to ensure that the 
measurement errors of the scales used to measure the variables were absent or minimal. 
Reliability tests are specifically meant to ensure that an instrument can be consistently 
interpreted across different samples and in different situations (Field, 2009). The results of the 
reliability tests conducted on this study‟s instruments are presented in Table 7.3.  Alongside the 
results, are the reliability results obtained by the authors of the instruments. 
 
Table 7.3: The reliability coefficients of variables and their dimensions 
Variables & dimensions Coefficient Alphas of this 
study 
Coefficient Alphas authors of scale 
found 
Perceived family 
resources 
Tangible  
Intangible 
 
0.94 
0.87 
0.90 
Rindfleisch et al.‟s (1997) results 
0.90 
0.81 
0.92 
Stress 0.97 0.76 
 
Money attitudes 
Status 
Achievement 
Security 
Worry 
Budget 
 
0.98 
0.96 
0.91 
0.96 
0.85 
0.89 
Rose and Orr‟s (2007) results 
Not provided 
0.93 
0.86 
0.85 
0.88 
0.88 
 
Materialistic Values 
Success 
Centrality 
Happiness 
 
0.98 
0.96 
0.94 
0.91 
Richins and Dawson‟s (1992) results 
0.87 
0.82 
0.82 
0.86 
 
 
Table 7.3 shows that all the scales and their dimensions possessed adequate and above-threshold 
(0.70) reliability. Although the stress scale used for this study was modified to include questions 
specific to South Africa, it produced a very high reliability coefficient of 0.97, as compared with 
0.76 of Rindfleisch et al.‟s (1997) results.  This is surprising because Herbert and Cohen (1996) 
contended that composite measures of stressful events experienced are not expected to display 
internal consistency, because each event may occur independently of any other events. So, they 
had little expectation that the experience of one stressful event will increase the likelihood of 
another.  
 
Despite Griffin, Babin and Christensen‟s (2004) finding that Richins and Dawson‟s (1992) 
materialism scale is culturally biased and produces weaker psychometric properties when used 
 145 
 
outside of the U.S., an excellent (0.98) reliability result was obtained for the scale and its 
dimensions in this study.  
 
7.4 Factor analysis results 
Factor analysis assesses the underlying dimensions or structure of the interrelationships 
(correlations) among a large number of items or variables. It is usually the first multivariate task 
to be done before the application of other multivariate analyses (Hair et al., 1998), because it 
plays the role of summarizing the original set of variables into a few sets of manageable and 
meaningful factors, which are distinct from each other (Aczel, 1999; Hair et al., 1998).  
 
The conceptual model (in Figure 5.3) proposed that perceived family resources would constitute 
two distinct factors of tangible and intangible resources. Money attitudes can be grouped into 
five factors and into the two dimensions of symbolic and conservative sub-scales; and there will 
be three dimensions for materialistic values. Factor analyses had to be conducted to test these 
propositions.  
 
The appropriate type (exploratory or confirmatory) of factor analysis to be conducted depends on 
whether a researcher has a preconceived idea on the number of factors to extract from prior 
research, or on whether the aim is to explore the general structure of the variables. Hair et al. 
(1998) recommended that factor analyses should take a confirmatory approach when the 
objective is the former. Since the conceptual model in Figure 5.3 had proposed the numbers of 
factors to be obtained based on previous analyses, a confirmatory factor analysis approach was 
applied to factor-analyze the items of perceived family resources, money attitudes and 
materialism.  
 
In some circumstances (test of money-attitude dimensions), both exploratory and confirmatory 
factor analyses were conducted. 
 
7.4.1 Factor structure of perceived family resources 
Rindfleisch et al.‟s (1997) eight items of perceived family resources were factor-analyzed to test 
whether the two distinct factors of tangible and intangible dimensions would emerge. Employing 
a confirmatory factor-analysis approach, two factors were specified to be extracted with Varimax 
rotation. This specification was done so that the degree to which the two-factor model meets the 
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findings of Rindfleisch et al. (1997) can be assessed. Table 7.4 provides the results. 
 
Table 7.4: Factor structure of perceived family resources 
Perceived family resources 
items 
Factors or components 
Intangible resources 
Items 4-8 
Tangible resources 
Items 1-3 
Emotional support and love 0.824  
Role modelling and guidance 0.824  
Life skills and instruction 0.820  
Time and attention 0.752  
Discipline (rules and 
regulations) 
0.752  
Clothing  0.878 
Pocket money  0.842 
Food  0.824 
Variance explained by each 
factor 
50% 20.5% 
Eigen values 4 1.6 
Total variance explained 70.1% 
 
The two-factor model results in Table 7.4confirm the two-factor solution, which Rindfleisch et 
al. (1997) obtained; and it accounted for an acceptable total degree of variation (70.1%) between 
the factors. The cumulative percentage of total variance extracted by successive factors is one of 
the criteria used to ensure practical significance for the derived factors (Hair et al. 1998). 70 
percent is the ideal amount of total variance to be explained, but in the social sciences, where 
information is less precise, Hair et al. (1998) recommended a solution that accounts for 60 
percent of total variance as being quite satisfactory. 
 
The perceived family resources items factor-analyzed in this study loaded into the same and 
respective factors, according to Rindfleisch et al. (1997),factor descriptions. With the factor 
loadings of above 0.50 of each of the two factors obtained in this study, the statistical and 
practical significance are as well ensured according to the Hair et al. (1998) measurement of 
factor significance. 
 
7.4.2 Factor structure of money attitudes 
Factor analysis was conducted to assess the underlying dimensions or structure of money 
attitudes (in terms of the five factors and the two dimensions of symbolic and conservative 
attitudes, as proposed in Figure 5.3). The main purpose was to determine whether the factor 
 147 
 
structure Rose and Orr (2007) found of money attitudes in their original U.S. students‟ sample 
would also be exhibited by Generation Y South Africans.  
 
Rose and Orr‟s (2007) twenty-four items of money attitudes were thus subjected to an 
exploratory factor analysis (because of the uncertainty that the hypothesized five factors would 
emerge) and a confirmatory factor analysis (to confirm the hypothesized five-factor solution). 
The program used for the exploratory factor analysis (EFA) was SPPS, and for the confirmatory 
factor analysis (CFA) was the CALIS procedure (Covariance Analysis of Linear Structural 
Equations) in SAS. Both results are outlined in Table 7.5.  
 
Table 7.5:  Money attitude dimensions obtained through EFA and CFA
* 
Money attitudes dimensions and items EFA 
factor loading 
CFA 
factor 
loading 
Factor 1 Budget (items 19-24) 
I budget my money very well. 
 
0.84  
 
0.92 
I spend my money wisely. 0.89  0.92 
I spend my money very carefully. 0.88  0.87 
I am proud of my ability to save money. 0.80  0.80 
I believe in being careful on how I spend my money. 0.68  0.67 
I pay more for some things because I know I have to get the best. ** ***
 
Factor 2 Security (items 10-14) 
Saving money gives me a sense of security. 
 
 
0.75  
 
 
0.91 
It is very important for me to save money for the future. 0.88  0.91 
Doing financial planning for the future provides me a sense of 
security. 
0.88  0.77 
I prefer to save money because I am never sure when things will 
collapse and I might need the cash. 
0.77  0.77 
It is very important for me to save enough to provide well for my 
family in the future. 
0.74  0.73 
Factor 3 Achievement (items 5-9) 
Money is a symbol of success. 
 
 
0.79  
 
 
0.83 
I value money very highly as a sign of success. 0.80  0.81 
A high income is an indicator of competence. 0.76  0.80 
Money represents one‟s achievement. 0.82  0.79 
I believe that the amount of money that a person earns is closely 
related to his/her ability. 
0.65  0.66 
 
Factor 4 Status (items 1-4) 
I must admit that I purchase things because I know they will impress 
others. 
 
 
0.83  
 
 
0.87 
I sometimes buy things that I do not need or want in order to 
impress people. 
0.84  0.85 
I own nice things in order to impress others. 0.87  0.85 
I sometimes “buy” friendship by being very generous with those I 0.57  0.55 
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Money attitudes dimensions and items EFA 
factor loading 
CFA 
factor 
loading 
want to like me. 
 
Factor 5 Worry (items 15-18) 
I worry a lot about money. 
 
 
0.78  
 
 
0.85 
I worry about not being able to make ends meet. 0.82  0.82 
I worry about losing all my savings. 0.78  0.78 
The amount of money I save is never quite enough. 0.68  0.69 
Total variance explained 65.8% 68% 
*
Varimax rotation was done on both EFA and CFA. 
 **Item 24 loading (.20) was less than .40 and was thus omitted from the table 
***Item 24 cross-loaded, but because its loading (.25) was less than .40, it was omitted from the table. 
 
According to the results in Table 7.5, Rose and Orr‟s (2007) five factors were obtained with a 
65.8% and 68% of total variance explained in each of the EFA and CFA respectively. The five-
factor model tested with EFA was apparently the most appropriate solution according to a scree 
plot result and the fact that a sixth-factor had an eigen value of0.90, which is less than 1. The 
items loading on each of the respective five factors are exactly the same as those of Rose and Orr 
(2007), but the total variance explained by this study‟s factors is higher than that (59%), which 
Rose and Orr (2007) obtained from their U.S student sample.  
 
A number of other tests were used to validate the fit of Rose and Orr‟s (2007) measure to this 
study‟s sample. Among the measures of agreement that were calculated were a Chi-square 
statistic, which describes the similarity of the observed and expected matrices, a Root Mean 
Square Error of Approximation (RMSEA), which is related to the residual in the model, the 
Comparative Fit Index (CFI), which is a discrepancy function adjusted for sample size, and 
related indices, such as Bollen‟s (1986) non-normed index (NNI). 
 
General guidelines as to acceptable levels for these tests, according to Rose and Orr‟s (2007) 
report are that a chi-squared/degree of freedom ratio should be less than 3, RMSEA <0.08, and 
CFI and NNI >0.90.  
 
The results obtained show that the chi-square of this study‟s model was 989.4 and the degree of 
freedom (DF) was 242 (p <0.0001).The chi-squared/DF ratio obtained was 4.1 (989.4/242) and 
this was unacceptable, because it was higher than the acceptable level of < 3 (Rose & Orr, 2007). 
The RMSEA was acceptable (0.064, which is < 0.08), and the CFI (0.92) and NNI (0.91) were 
acceptable. Even though the chi-squared/DF ratio was unacceptable, all five factor loadings in 
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the final solution (after deleting item 24) were above 0.50, with both EFA and CFA. Each of the 
factors, therefore, had statistical and practical significance at (p< 0.01). 
 
For the assessment of whether two of the dimensions of symbolic (composed of status, 
achievement and worry) and conservative (composed of budget and security) money attitudes 
would be extracted, another factor analysis was conducted on the 24 items of money attitude. 
Since a preconceived number of factors to be extracted were specified, a confirmatory approach 
of factor analysis was applied with the Varimax rotation. The result is presented in Table 7.6. 
 
Table 7.6: The two-factors model of money attitudes 
Money attitudes items 
Dimensions 
Behavioural 
dimension 
Symbolic 
dimension 
I am proud of my ability to save money. 0.74  
It is very important to me to save money for the future. 0.71  
I spend my money very carefully. 0.71  
I prefer to save money because I am never sure when things will collapse 
and I will need the cash. 
0.71  
I spend my money wisely. 0.69  
I believe in being careful on how I spend my money. 0.69  
Doing financial planning for the future provides me a sense of security. 0.64  
It is very important for me to save enough to provide well for my family in 
the future. 
0.63  
I budget my money very well. 0.63  
Saving money gives me a sense of security. 0.62  
 
I value money very highly as a sign of success. 
  
0.70 
Money is a symbol of success.  0.67 
I worry a lot about money.  0.65 
Money represents one‟s level of achievement.  0.64 
A high income is an indicator of competence.  0.61 
I worry about not being able to make ends meet.  0.61 
The amount of money I save is never quite enough.  0.50 
I worry about losing all my savings.  0.49 
I own nice things in order to impress others.  0.49 
I believe that the amount of money that a person earns is closely related to 
his/her ability. 
 0.48 
I sometimes buy things that I do not need or want in order to impress 
people. 
 0.45 
I must admit that I purchase things because I know they will impress others.  0.45 
I sometimes buy friendship by being very generous with those whom I want 
to like me. 
 0.38 
I pay more for some things because I know I have to get the best. 
 
Total variance explained was 41.5% 
 0.25 
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Table 7.6 reveals that two groups of behavioural and symbolic money attitudes can be extracted 
from Rose and Orr‟s 24-items on money attitudes. The total variance explained (41.5) of these 
two groups or dimensions was however lower than the required threshold of 70% or 60% (in the 
social sciences). They, nevertheless, suggest that security and budget money attitudes can be 
grouped into a conservative dimension; while status, achievement and worry can be grouped into 
a symbolic dimension. Both of these may create an impact in the development of materialistic 
tendencies. 
 
The 10 items that loaded into the conservative dimension of money attitudes describe subjects 
that Mitchell and Mickel (1999) considered as cautiously using (budget-money attitude) and 
saving (security-money attitude) money for future safety and investment. The 14 items that 
loaded on the symbolic dimensions depict subjects who hold beliefs that money can provide 
symbolic attributes like achievement and recognition, status and respect, power and control. 
These subjects may therefore worry about not having enough money to display these attributes.  
 
7.4.3 Factor structure of materialism 
Ten of Richins and Dawson‟s (1992) 16-item materialism scale were factor-analyzed with a 
Varimax rotation to confirm that the three (success, centrality and happiness proposed in Figure 
5.3) materialistic values Richins and Dawson (1992) found of materialism in their original U.S. 
study would be exhibited by Generation Y South Africans. Table 7.7 shows the results. 
 
Table 7.7:  Factor structure of materialism 
Materialism Items Centrality Success Happiness 
Item 1. I admire people who own expensive homes, cars, and clothes.  0.78  
Item 2.Some of the most important achievements in life include acquiring 
material possessions 
 0.85  
Item 3. I don‟t place much emphasis on the amount of material objects 
that people own as a sign of success. 
  -0.44 
Item 4.I usually buy only the things I need. -0.86   
Item 5.I try to keep my life simple, as far as possessions are concerned. -0.81   
Item 6. The things I own aren‟t all that important to me.   -0.67 
Item 7. I often spend money on things that I don‟t really need 0.69  0.40 
Item 8.I have the things I really need to enjoy life.   -0.43 
Item 9.My life would be better if I owned certain things I don‟t have.  0.65  
Item 10. I wouldn‟t be any happier if I owned nicer things.   -0.63 
Total variance explained 54.3 
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Considering that items 1-3 were supposed to load on the success dimension, items 4-7 on the 
centrality dimension, and items 8-10 on the happiness dimension, according to Richins and 
Dawson‟s (1992) loadings,  the results in Table 7.7 indicate that there are a number of cross-
loadings. This diminishes the practical significance of the three-factor structure obtained in this 
study, especially as the total variance explained (54.3) by the factors is lower than even the 60% 
threshold required for the social sciences studies. Specifically items 3, 6, and 9 do not load on 
their respective factors. 
 
The centrality dimension appeared to be the only meaningful (no other factor‟s items load into it) 
and statistically significant (items loadings > 0.5) materialistic value extracted in this study. It 
however, lacks its item 6, which loaded into the happiness dimension. 
 
Covariance structural analyses were conducted to assess whether any of the chi-square, RMSEA, 
CFI, and NNI tests would indicate an acceptable fit of the materialism measure with this study 
sample. The results obtained show that the chi-square was 268.8 and the degree of freedom (DF) 
was 32.The chi-squared/DF ratio obtained was 8.4 (268.8/32), and it was unacceptable, because 
it was higher than the acceptable level of < 3. The RMSEA was unacceptable (0.1 which is > 
required 0.08), and the CFI (0.83) and NNI (0.76) were also unacceptable, because they were 
less than 0.9.These results and the cross-loading of items into different factors imply that each of 
the dimensions of materialism obtained in this study should be practically interpreted with some 
degree of caution. 
 
7.5 Inferential statistics 
The results of the hypothesized relationships (delineated in Figure 5.3 conceptual model) is 
presented and discussed in this section. Figure 5.3 hypothesized that depending on whether an 
individual has grown up in an intact (two-parent household) or in a non-intact (disruption 
emanating from single-parenthood, divorce or separation) family before his/her 18
th
 birthday, 
family resources (tangible and intangible) may be considered inadequate (H1) or stress may be 
perceived (H2).  
 
The perceived stress and level of family resources will either affect the development of 
materialistic values directly (H3), or indirectly – through how they shape money attitudes (H4, 
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H5and H6). In addition, growing up in an intact or non-intact family structure is also 
hypothesised to have a direct (H7) influence on materialistic values, or indirectly, through its 
effect on money attitudes (H9, and 10). A direct relationship was also proposed between money 
attitudes and materialistic values (H8).  
 
7.5.1 The results of hypothesis 1 (H1) 
Generation Y South Africans who lived in non-intact families before their 18
th
 birthday will 
report lower levels of perceived family resources (tangible and intangible) than those who lived 
in intact families before their 18
th
 birthday. 
 
The Wilcoxon Rank Sum Test, a non-parametric statistics was used to test if there was a 
significant difference in perceived family resources between subjects who grew up in non-intact 
(NI) and in intact (I) families. Non-parametric statistics was appropriate because an examination 
of plots of the scores showed that in many cases, the distribution was skewed, as opposed to a 
normal distribution. Table 7.8 provides the result of H1. 
 
Table 7.8: Differences in family resources between non-intact/intact families 
Family 
structure 
Observation Variable N Mean Median Std 
Deviation 
P-
value 
NI 345 Tangible 343 3.2 3 0.94  
I 481 tangible 479 3.6 3.7 0.88 0.001 
NI  intangible 343 3.8 4 0.93  
I  intangible 479 4.1 4.2 0.79 0.001 
 
According to the mean levels of perceived family resources, as outlined in Table 7.8, subjects 
who grew up in non-intact (NI) homes reported lower levels of tangible (non-intact M = 3.2, 
intact M = 3.6) as well as intangible (non-intact M = 3.8, intact M = 4.1) resources. The 
differences were significant (p<0.01) at 99% confidence level. This result supports H1and is in 
agreement with the findings of Rindfleisch et al. (1997) which revealed that young adult 
Americans who were raised in disrupted families received significantly lower levels of family 
resources (disrupted M = 3.24, intact M = 3.97) than those raised in intact families. 
 
7.5.2 Results of hypothesis 2 (H2) 
Generation Y South Africans who lived in non-intact families before their 18
th
 birthday will 
report more perceived stress than those who lived in intact families before their 18
th
 birthday. 
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The Wilcoxon Rank Sum Test was also conducted to test hypothesis 2. The results are presented 
in Table 7.9. 
 
Table 7.9: Differences in stress between non-intact/intact families     
Family 
structure 
Observation N Mean Median Std 
Deviation 
P-value 
NI 345 343 2.4 2.4 .77  
I 481 471 1.9 1.7 .73 0.001 
 
The mean scores in Table 7.9 show that subjects who grew up in non-intact homes perceived 
higher levels of stress (non-intact M = 2.4, intact M = 1.9) than their counterparts who grew up in 
intact homes. The difference was significant (p<0.01), thus supporting (H2).As compared with 
intact subjects, disrupted family subjects in the U.S. study of Rindfleisch et al. (1997) also 
reported higher levels of stress (disrupted M = 1.78, intact M = 1.36). 
 
7.5.3 Results of hypothesis 3 (H3) 
There is (a) a negative relationship between Generation Y South Africans‟ childhood perceived 
level of family resources and their later materialism; and (b) a positive relationship between 
their childhood perceived stress and later materialism. 
 
The Spearman correlation (because non-parametric statistics was used) analysis was appropriate 
for testing hypothesis 3. Table 7.10 outlines the results. 
 
Table 7.10: Correlation of materialism with family resources and stress 
Materialism & 
dimensions 
Tangible resources Intangible resources Stress 
Materialism 
P-value 
-0.051 
0.142 
-0.124 
0.0004
** 
0.075 
0.0319
* 
Success  
P-value 
-0.073 
0.050
* 
-0.059 
0.115 
0.144 
<0.0001
** 
Centrality 
P-value 
0.153 
<0.0001
**
  
-0.061 
0.103 
-0.092 
0.026
* 
Happiness 
P-value 
-0.21 
<0.0001
** 
-0.182 
<0.0001
** 
0.107 
0.009
** 
* 
=statistically significant at 95% confidence level 
** 
= statistically significant at 99% confidence level 
   
The results in Table 7.10show that H3 (a) and (b) are accepted because there is anegative 
relationship between materialism and family resources (tangible and intangible) and a positive 
relationship between materialism and perceived stress. However, the only statistically significant 
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relationship at the 99% level is the correlation between materialism and intangible resources(r= 
0.124, p= 0.0004).   
 
When using a large sample size of up to 1,000observations to conduct correlations and 
regressions, Hair et al. (1998) cautioned that only strong relationships with a greater degree of 
certainty (at the 99% confidence level) should be considered, because with larger sample sizes 
(this study had 826 observations), the statistical significance tests are very sensitive. On the basis 
of this point, the effect of stress on materialism is considered to be weak (r= 0.075, p= 0.0319, 
because of the lower correlation coefficient and the fact that its significance is at a lower (95% 
confidence level) degree of certainty.  
 
Table 7.10 also denotes that although intangible resources were the stronger significant 
determinant of the main materialism scale, tangible resources and stress were nevertheless found 
to be strong predictors of the three materialism sub-scales of success, centrality and happiness. 
Stress positively and significantly affected the development of the success sub-dimension of 
materialism. Tangible resources are positively and significantly associated with the centrality 
sub-dimension of materialism. This is surprising because a negative relationship was expected 
between all aspects of family resources and materialism. The results could, however, confirm 
Inglehart‟s (1990) consideration of materialists as people with a chronic focus on lower-order 
needs, such as food and clothing (tangible resources). 
 
Table 7.10 further indicates that the happiness sub-dimension of materialism has a significant 
and negative relationship with both tangible and intangible family resources, and a positive 
relationship with stress. This finding suggests that those who had experienced a diminution of 
material (pocket money, food and clothing), emotional (love and affection) family resources, and 
an increase in stress when they were growing up, tended to value material possessions and 
acquisition as a source of wellbeing and satisfaction later in life.  
 
7.5.4 Results of hypothesis 4 (H4) 
Generation Y South Africans‟ perceived tangible family resources is (a) positively related to 
their conservative (security and budget) money attitudes, and (b) their perceived intangible 
family resources is negatively related to their symbolic (status, achievement, worry) money 
attitudes. 
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The results of a Spearman correlation of hypothesis 4 are depicted in Table 7.11. 
 
Table 7.11: Correlation of money-attitude dimensions with perceived family resources 
Money attitudes dimensions Tangible resources Intangible resources 
Status 
p-value 
0.04 
0.273 
-0.16 
.0001
** 
Achievement 
p-value 
-0.008 
0.810 
-0.052 
0.131 
Worry 
p-value 
0.222 
.0001
** 
-0.082 
0.019
** 
Security 
p-value 
0.013 
0.705 
0.172 
.0001
** 
Budget 
p-value 
-0.018 
0.603 
0.177 
.0001** 
** 
= statistically significant at 99% confidence level 
 
According to the results in Table 7.11, H4 (a) was not accepted, as there was rather a significant 
positive relationship between tangible resources and worry, which is one of the symbolic money- 
attitude dimension.   H4 (b)   was accepted in that intangible resources were negatively related to 
the symbolic (status, achievement, and worry) money-attitude dimensions and positively related 
to the behavioural (security and budget) money-attitude dimensions. One of the relationships –
that of intangible resources and achievement, was however, not significant. 
 
The finding of H4 (b) implies that subjects who received less love, guidance and affection 
(intangible resources) from parents when they were growing up, will tend to more likely worry 
about money matters and view money as a status symbol. The positive relationship between 
perceived intangible resources and the behavioural money-attitude dimensions shows that 
subjects would be less likely to adopt security (money should be saved for the future) and budget 
(money should be spent cautiously) attitudes toward money – with lower perceived intangible 
resources. 
 
7.5.5 Results of hypothesis 5 (H5) 
Generation Y South Africans‟ perceived stress is positively associated with their symbolic 
(status, achievement, worry) money attitudes. 
 
The Spearman correlation coefficients of hypothesis 5 are outlined in Table 7.11. 
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Table 7.12: The correlation of money-attitude dimensions with perceived stress 
Money attitudes dimensions Perceived stress P-value 
Status 0.154 .0001
** 
Achievement 0.095 0.0069
** 
Worry 0.30 .0001
** 
Security 0.062 0.080 
Budget -0.0074 0.835 
** 
= statistically significant at 99% confidence level 
 
The results in Table 7.12 reveal that perceived stress is positively and significantly associated 
with all three (status, achievement and worry) symbolic money-attitude dimensions. Thus, 
hypothesis 5(H5) is accepted. This means that subjects who perceived childhood disruptive 
family events as stressful are more likely to worry or be anxious about money matters, and will 
be more prone to believe that money is a symbol of status and accomplishment.  
 
7.5.6 Results of hypothesis 6 (H6) 
Generation Y South Africans‟ money attitudes will moderate the relationships between (a) their 
childhood perceived family resources and materialism, and (b) their childhood perceived stress 
and materialism. 
 
Hierarchical regression analysis (HRA) was used to test hypothesis 6 because Cohen and Cohen 
(1983) contend that it is the most appropriate statistical test for examining moderators. Adhering 
to this recommendation, Rindfleisch et al. (1997) conducted HRA by using a response variable 
Y, a predictor variable X, and a potential moderator M.  Their (HRA) started by entering 
predictor variables X and then M, followed by the product of X*M. The interaction term of 
interest was X*M.  Where the coefficient for X*M is significantly different from zero, it meant 
that M moderated the effect of X on Y. 
 
 (A): The moderating effect of money attitudes dimensions on the family resources- 
materialism relationship 
 
For H6 (a) the moderating effect of the five money-attitude dimensions of status, achievement, 
worry, security and budget on the relationship between materialism and perceived family 
resources was tested using HRA. Materialism was the dependent variable Y, the predictor X was 
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perceived family resources and the moderator M was the five money-attitude dimensions. The 
HRA results are presented in Table 7.13. 
 
Table 7.13: Money-attitude-moderating effects on the family resources-materialism 
relationship 
Dependent - Materialism 
Independent variables are as follows: 
coefficients P-values 
Family resources 
Status 
Family resources x status 
-0.083 
0.424 
0.020 
0.275 
0.010 
0.906 
Family resources 
Achievement 
Family resources x achievement 
-0.284 
0.116 
0.424 
0.004 
0.485 
0.021
* 
Family resources 
Worry 
Family resources x worry 
-0.334 
-0.137 
0.439 
0.006 
0.461 
0.031
* 
Family resources 
Security 
Family resources x security 
-0.129 
-0.103 
0.039 
0.462 
0.526 
0.878 
Family resources 
Budget 
Family resources x budget 
-0.219 
-0.429 
0.238 
0.130 
0.017 
0.324 
* 
= statistically significant at 95% confidence level 
 
In Table 7.13, the results of how the various money-attitude dimensions moderate the 
relationship between family resources and materialism indicate that there are two significant (at 
p<0.5) interaction terms – family resources and achievement, as well as family resources and 
worry. The money-attitude dimension of achievement and worry, therefore, moderates the family 
resources and materialism relationship. Thus, H6 (a) is partly accepted. The result implies that the 
relationship between materialism and perceived family resources will be negative and significant 
only in cases where subjects‟ money attitudes are achievement and worry. This means that 
subjects who perceived that their childhood family resources were inadequate or low, will more 
likely become materialistic, but only when they hold achievement and worry-money attitudes. 
 
A regression equation can be used to calculate the magnitude of the moderating effect for the 
achievement and worry-money attitudes. The equation is as follows:  
 
Y = b0 + b1FR + b2MAchieve + b3 (FR x MAchieve) + e 
Y = b0 + (b1 +(b3xMAchieve)FR + b2 MAchieve +e 
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Where Y = materialism, the dependent variable; b0, b1, b2 and b3 are the coefficients or slope, 
FR is family resources and MAchieve is achievement money attitudes. 
 
When MAchieve = 0 or absent, the slope = b1 which according to Table 7.13, is -0.284. 
When MAchieve = 1, the slope will be b1 + b3 which is (-0.284+ 0.116) or -0.168. 
When MAchieve = -1, the slope will be b1 – b3 which is (-0.284,-0.116) or -0.4. 
 
These results show that a subject whose achievement-money attitude is 0, a 1 unit increase in 
family resources would have an estimated decrease of 0.284units on the materialism score.  For 
subjects whose achievement-money attitude score is 1, the estimated change for a 1 unit increase 
in family resources would lead to a rather lower decrease in materialism of0.168.  Where 
subjects achievement-money attitude score reducesby-1, a 1 unit increase in family resources 
will lead to a 0.4 (greater) decrease in materialism. These mean that when individuals hold 
higher achievement-money attitudes, an increase in family resources will have less effect in 
reducing the development of materialistic tendencies.  
 
Similarly, for a subject whose worry-money attitude score is 0, a 1 unit increase in family 
resources would have an estimated decrease of 0.334 units on the materialism score. For subjects 
whose worry-money attitude score is 1, the estimated change for a 1 unit increase in family 
resources would lead to a smaller (-0.334 + 0.137 = -0.197) decrease in materialism of 0.197. 
Where subjects worry-money attitude score reducesby-1, a 1 unit increase in family resources 
will lead to a greater (-0.334 – 0.439 = - 0.773) decrease in materialism by 0.773 units. These 
results also imply that when individuals hold higher worry-money attitudes, an increase in family 
resources will have a smaller effect in reducing the development of materialistic tendencies. 
Conversely, when individuals hold lower levels of worry-money attitude, an increase in family 
resources will greatly reduce the development of materialistic tendencies. 
 
 (B): The moderating effect of money-attitude dimensions on the stress-materialism 
relationship 
H6 (b) relates to how the five money-attitude dimensions of status, achievement, worry, security 
and budget moderate the relationship between materialism and perceived stress. The HRA had 
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materialism as the dependent variable Y, stress as the predictor X and the moderator M was the 
five money-attitude dimensions. It is important to remember that where the coefficient for X*M 
is significantly different from zero; it means that M moderates the effect of X on Y. The HRA 
results are presented in Table 7.14. 
 
Table 7.14: Money-attitude moderating effects on the stress-materialism relationship 
Dependent – Materialism 
Independent variables are as follows: 
coefficients P-values 
Stress 
Status 
Stress x status 
0.107 
0.595 
-0.238 
0.241 
0.000 
0.121 
Stress 
Achievement 
Stress x achievement 
0.128 
0.591 
-0.170 
0.258 
0.000 
0.285
 
Stress 
Worry 
Stress x worry 
0.398 
0.605 
0.596 
0
.
.004 
0.000 
0.002
** 
Stress 
Security 
Stress x security 
0.241 
0.026 
-0.204 
0.233 
0.820 
0.379 
Stress 
Budget 
Stress x budget 
0.114 
-0.180 
-0.085 
0.470 
0.117 
0.650 
** 
= statistically significant at 99% confidence level 
 
Table 7.14clearly shows that the product of stress and worry is the significant (at p<0.5) 
interaction term when the moderating roles of the five money-attitude dimensions are tested on 
the perceived stress-materialism relationship. The money-attitude dimension of worry, therefore, 
moderates the stress and materialism relationship. Thus, H6 (b) is partly accepted. This means 
that subjects, who perceived childhood stress as high, will more likely become materialistic in 
later life – only in a case where their money attitude is one of worry (money or the perceived 
lack thereof is a source of anxiety).  
 
The calculation of the magnitude of the moderating effect of worry shows the following: 
 
For a subject whose worry-money attitude score is 0, a 1 unit increase in stress would have an 
estimated increase of 0.398 units on the materialism score.  For subjects whose worry-money 
attitude score is 1, the estimated change for a 1 unit increase in stress would lead to a large 1.003 
(0.398 + 0.605) increase in materialism. Where subjects worry-money attitude score reduces by -
1, a 1 unit increase in stress would lead to a large (0.398 – 0.596 = -0.198) decrease in 
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materialism by 0.198 units. This suggests that when individuals hold higher worry-money 
attitude, an increase in stress would have a greater effect in increasing the development of 
materialistic tendencies. 
 
7.5.7 Results of hypothesis 7 (H7) 
The three materialistic values of success, centrality and happiness are(a) positively related to the 
symbolic (status, achievement and worry) money-attitude dimensions; and (b) negatively related 
to the conservative(security and budget) money-attitude dimensions. 
 
Table 7.15 presents the Spearman correlation coefficients of hypothesis 7 results. 
 
Table 7.15: The relationship between money-attitude dimensions and materialistic values 
Money attitude dimensions Success materialism Centrality materialism Happiness materialism 
Status 
P-value 
0.363 
0.0001
** 
0.344 
0.0001
** 
0.155 
0.0001
** 
Achievement 
P-value 
0.544 
0.0001
** 
0.204 
0.0001
** 
0.289 
0.0001
** 
Worry 
P-value 
0.255 
0.0001
** 
0.023 
0.503 
0.242 
0.0001
** 
Security 
P-value 
0.0388 
0.267 
-0.199 
0.0001
** 
-0.0267 
0.445 
Budget 
P-value 
-0.109 
0.0017
** 
-0.362 
0.0001
** 
-0.085 
0.015
* 
* 
= statistically significant at 95% confidence level 
** 
= statistically significant at 99% confidence level 
 
Even though the results in Table 7.15 show thatH7 (a) is accepted because the three (success, 
centrality and happiness) materialistic values had positive relationships with the symbolic (status, 
achievement and worry) money-attitude dimensions, one of the relationships – that of the 
symbolic money attitude of worry and centrality materialism was not significant (p-value was 
0.503, as opposed to the others that were significant at p<.01).  
 
H7 (b) was partly accepted because the behavioural money-attitude dimensions of security and 
budget were negatively associated with the three (success, centrality and happiness) materialistic 
values, but for the security-money attitude and success-materialism relationship, where a rather 
positive relationship emerged. This denotes that subjects who prefer to retain and save their 
money in the future, would probably see their material possessions and those of others as a sign 
of success. There was nevertheless a negative and significant (p<.01) relationship between 
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budget-money attitude and all of the three (success, centrality and happiness) materialistic 
values.  
 
This means that individuals, who hold the belief or attitude that the spending of money should be 
planned and be done carefully, would be less likely to be materialistic in all of its three 
dimensions.  
 
7.5.8 Results of hypothesis 8 (H8) 
There is a significant difference in materialism between Generation Y South Africans raised in 
non-intact and intact family structures.   
 
The Wilcoxon Rank Sum Test was conducted to test hypothesis 8. The results are presented in 
Table 7.16 and Table 7.17. 
 
Table 7.16: Differences in materialism between non-intact/intact families 
Family 
structure 
Observation N Mean Median Std 
Deviation 
P-
value 
NI 345 340 2.9 2.9 0.602  
I 481 479 2.8 2.8 0.594 0.24 
       
 
Table 7.16 results indicate that the mean level of materialism between subjects who grew up in 
non-intact and intact families are very similar (non-intact M = 2.9 and intact M = 2.8). The 
difference was therefore not significant with (p=0.24), thus rejecting H8. The non-significant 
difference prompted an examination of the differences in each of the materialism sub-scales 
between non-intact and intact subjects. Table 7.17 outlines the results.  
 
Table 7.17: Differences in materialism sub-scales between non-intact/intact families  
Family 
structure 
Observation Variable N Mean Median Std 
Deviation 
P-value 
NI 345 success 340 2.9 3 0.92 0.170 
  centrality 340 2.7 2.8 0.84 0.067 
  happiness 340 3.1 3 0.80 0.002 
I 481 success 479 2.8 3 0.93 0.170 
  centrality 479 2.8 2.8 0.77 0.067 
  happiness 479 2.9 3 0.83 0.002** 
** 
= statistically significant at 99% confidence level 
 
The mean scores of the materialism sub-scales in Table 7.17illustrate that even though subjects 
raised in non-intact homes scored higher in the success and happiness dimensions, and those 
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raised in intact homes scored higher in the centrality dimension, the mean score in the happiness 
dimension of materialism is the only significant difference between the non-intact and intact 
subjects. This shows that subjects raised in non-intact homes would be more likely to value their 
material possessions as a source of happiness and satisfaction, than those subjects raised in intact 
homes. 
 
7.5.9 Results of hypothesis 9 (H9) 
There is a significant difference in money attitude dimensions between Generation Y South 
Africans raised in non-intact and intact family structures.   
 
The result of the Wilcoxon Rank Sum Test conducted to test hypothesis 9 is presented in Table 
7.18. 
 
Table 7.18: Differences in money attitude dimensions between non-intact/intact families 
Family 
structure 
Observation Variable N Mean Median Std 
Deviation 
P-value 
NI 345 Status 340 1.9 1.5 0.92 0.5039 
  Achievement 340 3.0 3.0 1.11 0.9415 
  Security 340 4.2 4.6 0.90 0.4165 
  Worry 337 3.5 3.5 1.00 0.0379 
  Budget 340 3.4 3.5 0.90 0.2196 
        
I 481 Status 479 1.9 1.8 0.89 0.5039 
  Achievement 479 3.0 3.0 1.02 0.9415 
  Security 479 4.3 4.6 0.78 0.4165 
  Worry 479 3.3 3.3 1.02 0.0379 
  Budget 477 3.5 3.5 0.87 0.2196 
** 
= statistically significant at 95% confidence level 
 
The results in Table 7.18 show that, the non-intact and intact subjects significantly differ, only in 
the worry money-attitude dimension. This is reflected by the slightly higher mean score on worry 
money attitude-dimension reported by subjects raised in non-intact homes (non-intact M = 3.5 
and intact M = 3.3). 
 
7.5.10 Results of hypothesis 10 (H10) 
Generation Y South Africans‟ money attitudes will moderate the relationship between their 
childhood family structure and materialism. 
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The HRA was conducted where materialism was the dependent variable Y, childhood family 
structure the predictor X and the moderator M was the five money-attitude dimensions. As 
mentioned, if the coefficient for X*M is significant, this means that M moderates the effect of X 
on Y. Table 7.19 provides the HRA results. 
 
Table 7.19: Money-attitude-moderating effects on the family structure-materialism 
relationship 
Dependent-Materialism 
Independent variables are as follows: 
Coefficients P-values 
Family structure (FS) 
Status 
FS x status 
-0.015 
0.448 
0.004 
0.843 
0.000 
0.962 
FS 
Achievement 
FS x achievement 
-0.099 
0.473 
0.097 
0.310 
0.000 
0.349
 
FS 
Worry 
FS x worry 
-0.071 
0.249 
0.065 
0.558 
0.000 
0.603 
FS 
Security 
FS x security 
-0.130 
-0.103 
0.103 
0.481 
0.044 
0.586 
FS 
Budget 
FS x budget 
-0.084 
-0.288 
0.062 
0.551 
0.000 
0.676 
 
Table 7.19shows that none of the X*M interaction terms were significant; thus, H9 is not 
accepted. This signifies that none of the five money-attitude dimensions play a moderating role 
in the childhood family structure-materialism relationship, even though they are in all of the 
cases significantly related to materialism. Thus, childhood family structure does not influence the 
development of materialistic tendencies of Generation Y South Africans, irrespective of their 
money attitudes. This could be attributed to the high perceived levels of childhood family 
resources (both tangible and especially intangible) and the low levels of perceived stress, they 
have received, as Table 7.2 depicts. Table 7.20 summarizes the statistical tests and results of this 
study‟s hypotheses. 
 
Table 7.20: Summary of the hypotheses test results 
Hypotheses Statistical test employed  Acceptance of the hypotheses 
H1: Difference in childhood 
perceived family resources (tangible 
and intangible) among non-intact 
and intact families  
Wilcoxon Rank Sum Test because of 
non-parametric statistics 
 
Accepted 
H2: Difference in childhood Wilcoxon Rank Sum Test because of Accepted 
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Hypotheses Statistical test employed  Acceptance of the hypotheses 
perceived stressamong non-intact 
and intact families 
non-parametric statistics 
 
H3: There is (a) a negative 
relationship between childhood 
perceived family resources and later 
materialism and (b) a positive 
relationship between childhood 
perceived stress and later 
materialism. 
 
Spearman correlation because of 
non-parametric statistics 
 
H3 (a) accepted because negative 
relation emerged. 
H3 (b) accepted because positive 
relation emerged. 
But the correlation between 
materialism and intangible resources 
is the only significant (r= 0.124, p= 
0.0004). There was significant 
relationship between tangible 
resources and stress with some 
dimensions of materialism. 
H4: Perceived tangible family 
resources will (a) positively relate to 
behavioural (security and budget) 
money attitudes and (b) perceived 
intangible family resources will 
negatively relate to symbolic (status, 
achievement, worry) money 
attitudes 
Spearman correlation because of 
non-parametric statistics 
 
H4(a) not accepted and H4(b) 
accepted 
H5: Perceived stress will be 
positively associated with symbolic 
(status, achievement, worry) money 
attitudes. 
 
Spearman correlation because of 
non-parametric statistics 
 
H5accepted 
H6: Money attitudes will moderate 
the relationships between (a) 
childhood perceived family 
resources and materialistic values 
and (b) childhood perceived stress 
and materialistic values. 
Hierarchical Regression Analysis 
(HRA) 
H6(a) and (b) partly accepted 
H7:The three materialistic values 
(success, centrality and happiness) 
have (a) positive relationship with 
the symbolic money attitudes 
dimensions and (b) a negative 
relationship with the behavioural 
money attitudes dimensions. 
Spearman correlation because of 
non-parametric statistics 
 
H7 (a) accepted and H7 (b) partly 
accepted 
H8: There would be a significant 
difference in materialism between 
Generation Y South Africans raised 
in non-intact and intact family 
structures.   
Wilcoxon Rank Sum Test because of 
non-parametric statistics 
 
H8isnot accepted but there was a 
significant difference in the 
happiness dimension of materialism. 
H9: There would be a significant 
difference in money-attitude 
dimensions between Generation Y 
South Africans raised in non-intact 
and intact family structures.   
Wilcoxon Rank Sum Test because of 
non-parametric statistics 
 
H9is partlyaccepted, because there 
was a significant difference in the 
worry money-attitude dimension. 
H10: Money attitudes will moderate 
the relationship between childhood 
family structure and materialistic 
values. 
Hierarchical Regression Analysis 
(HRA) 
H9 not accepted. 
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The summary in Table 7.20 reveals that, out of the ten hypotheses tested, four (H1, H2, H3, H5) 
were accepted, four (H4, H6,H7, H9) were partly accepted and two (H8, H10) were not accepted.  
 
7.6 Conclusion 
The main aim of this chapter was to assess the money-attitude dimensions and materialistic 
values which Generation Y South Africans exhibit, and to analyze and report on the results of the 
hypothesized relationships delineated in the Figure 5.3 conceptual model of Chapter 5. 
The factor analyses of the money attitudes and materialism variables revealed that while all of 
Rose and Orr‟s (2007) money-attitude dimensions of status, achievement, worry, security and 
budget extracted from this study‟s sample were statistically and practically significant, only the 
centrality dimension of Richins and Dawson‟s (1992) three materialistic values extracted was 
meaningful (did not have other factor‟s items loading into it) and significant (all of its items 
loadings were > 0.5). 
 
The findings of the hypothesized relationships show that even though there is a significant 
difference in perceived childhood family resources and stress between subjects raised in non-
intact and intact families, the difference in materialism was only significant for the happiness 
dimension. For money attitudes, the difference was significant for the worry dimension.  
 
While some money-attitude dimensions could moderate the relationship between materialism 
and both perceived stress and family resources, none of the money-attitude dimensions 
moderated the family structure-materialism relationship. 
 
Chapter 8 will relate these results to previous studies; make final conclusions; and recommend 
the way forward. 
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CHAPTER 8 
 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
 
8.1 Introduction 
The main objective of this research was to use the life-course approach to examine the money 
attitudes and the materialistic values of Generation Y South Africans, and to assess the 
moderating role of money attitudes on the relationship between childhood family experiences 
and materialism.This concluding chapter provides a summary of each of the chapters; it also 
presents the conclusions of the empirical findings; and it suggests areas for further research and 
discusses the implications and limitations of the study. It further outlines the contribution that 
this study has made to the creation of new knowledge. 
 
8.2 Summary of the chapters’ objectives and findings 
The achievement of this study‟s objectives necessitated that the content (that is, the introduction, 
literature review, research methodology and findings) be examined in eight chapters: 
 
Chapter One introduced the research background, defined the research problem and concepts, 
outlined the research objectives (primary and secondary) and questions, and briefly reviewed the 
literature pertinent to this study. 
 
Chapter Two described the demographic and psychographic characteristics, which make 
Generation Y an important market segment for this study and for marketers. It also examined the 
formative experiences that have shaped different generational cohorts‟ unique psychological 
make-up and created the essence of generational marketing.  
 
Literature on generational marketing report that groups of people who are born in the same time 
period and have experienced similar external events – such aseconomic changes, wars, political 
ideologies, social changes, technological innovations during their formative years (when 17-23 
years old) can be segmented into generational cohorts (such as baby boomers, Generation Y) to 
conduct generational marketing. Schewe and Meredith (2004) contend that this approach can be 
highly successful, because a large number of potential consumers with strong, homogeneous 
bonds from common experiences can be targeted with the same marketing offer. 
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National and international literature also revealed that Generation Y is not only large in size and 
purchasing power, but is highly informed, pragmatic, culturally diverse and tolerant; they want 
immediate gratification, and can easily see through any advertising hype. They are at the stage of 
uncertainty, and are thus vulnerable to any impact that changes in socio-cultural, political, 
economic, and technological environments can have on beliefs, attitudes, values and ultimate 
consumption orientations. A greater research focus has been on Generation Y demographic 
characteristics. There was a need to empirically examine the money attitudes and materialistic 
values Generation Y have eventually adopted, as a result of the external changes they have 
experienced.  
 
Chapter Three reviewed the available literature on the conceptions, consequences (positive and 
negative), and the antecedents of materialism. Diverse definitions and conceptions of 
materialism were found. This finding supports Flouri‟s (1999) notion that materialism is an 
ambiguous construct. The review of the literature also revealed that, while the innate, individual 
and cross-cultural explanations of materialism have received a lot of researchers‟ attention, the 
investigation into the psychological predictors of materialism has been rather limited, and 
required more study.  
 
The review of a number of models of materialism revealed that, the impact of one important 
psychological factor – money attitudes was conspicuously absent. An investigation into how it 
affects materialism was necessary, because Mitchell and Mickel (1999) have noted that, in most 
behavioural actions, money attitudes are always active in the background. 
 
Chapter Four, therefore, evaluated how money attitudes and the theoretical perspectives of the 
life-course research (postulations that adult behaviour is a product of childhood experiences) can 
be used to understand materialism.This was done after examining the categorizations, 
dimensions and measuring scales of money attitudes. Even though money attitudes were found to 
be an under-researched topic in marketing research (Durvasula & Lysonski, 2007), there were 
some suggestions that people‟s early childhood experiences could predict their later-life money 
attitudes. This created the need to not only employ the life-course perspectives to understand 
materialism, but also to examine how money attitudes can be explained by the family resources 
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and stress perspectives of the life-course research. A conceptual model, which delineates the 
directions of these relationships, had to be designed. 
 
The objective of Chapter 5, consequently, was to design a conceptual model (see Figure 5.3) and 
to propose the relationships that possibly exist between childhood family experiences (in terms 
of family structure, perceived family resources and perceived stress), money attitudes and 
materialism. From the literature review findings on theories that explain materialism and the 
application of the theoretical perspectives of the life-course research, it was hypothesized that 
depending on whether an individual grew up in an intact (two-parent household) or a non-intact 
(disruptive home emanating from parental divorce or separation) family before his/her 18
th
 
birthday, family resources (tangible and intangible) could be considered inadequate (H1) or stress 
may be perceived (H2).  
 
The perceived stress and level of family resources would either affect the development of 
materialistic values directly (H3), or indirectly, depending on how they shape money attitudes 
(H4, H5and H6). In addition, growing up in an intact or non-intact family structure was also 
hypothesised to have a direct (H7) influence on materialism, or an indirect influence, through its 
effect on money attitudes (H9and 10). A direct relationship was also proposed between money 
attitudes and materialistic values (H8). 
 
Chapter Six presented the various research methodologies whereby the data were collected and 
empirically analysed. This chapter restated the research problem, explained the research design, 
sampling frame and method, and discussed the methods of data collection and analysis. 
Quantitative research methodologies were used to collect (via an online questionnaire) and 
analyze (factor analyses, correlation and hierarchical regression analyses) data, because of the 
nature of the research problems and questions.  
 
Quantitative methods were also used, because previous studies provided standardized 
measurement scales, which have been proven reliable and valid to measure this study‟s variables 
– intact/non-intact families, perceived family resources, perceived stress, money attitudes and 
materialistic values. The reliability test of the materialism scale in this study‟s pre-test or pilot 
study, however, showed a low reliability of 0.50. Some items from this scale were deleted in the 
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main study. The reliability tests of the final study eventually showed that all the variables and 
their dimensions possessed adequate and above-threshold (0.70) reliability. 
 
Nelson Mandela Metropolitan University (NMMU) and the Western Cape University (UWC) 
Business Faculty undergraduate students were selected, using a cluster-sampling technique. 
Undergraduate students were selected for the survey, because they are ideally suited to remember 
their past circumstances (Wooten, 2006), and must have also formed consumption habits, 
attitudes and values by this age (Rugimbana, 2007).   
 
A total of 826 completed electronic questionnaires were received. The respondents were 
Generation Y South Africans, male (47.9%) and female (52.1%) from various ethnic 
backgrounds, mostly (85.4%) within the ages of 18-25, who had grown up in intact (52.2%) and 
non-intact (41.2) family structures. 
 
Chapter Seven presented the results of the empirical analyses. The factor analyses revealed that 
the South African sample of Generation Y exhibit all of the five (security, budget, achievement, 
status and worry) money-attitude dimensions found among Rose and Orr‟s (2007) U.S. sample. 
The most dominant dimensions for this study were, however, the budget and security-money 
attitudes, unlike worry and status dominating in Rose and Orr‟s (2007) U.S. study. 
 
The sample means obtained from the descriptive statistics for this study also showed that security 
(M =4.3) and budget (M =3.5), which Yamauchi and Templer (1982) label as a retentive money 
attitude, received the highest score. Interestingly, when surveying older South Africans, 
Rousseau and Venter (1999), Burgess (2005) and Burgess et al. (2005) used Yamauchi and 
Templer‟s (1982) scale; and they successively found that the subjects scored higher in the 
retentive-money attitude. People with this attitude believe that money should be saved for the 
future via purposeful planning. They would thus cautiously spend money – in order to get a 
sense of security. 
 
The factor analyses of the materialism scale showed that even though one of its items – “The 
things I own are important to me.” loaded onto the happiness dimension, the centrality 
dimension was the only meaningful and statistically significant (items loadings > 0.5) 
materialistic value extracted in this study. The mean scores from the descriptive statistics, 
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however, showed that none of the materialistic dimensions of success, centrality and happiness 
had a score above the neutral ((M =3) rating.  
 
In terms of the inferential statistics, the summary of the results for the ten tested hypotheses are 
found in Table 7.20. The first and second hypotheses findings showed that compared to subjects 
who grew up in an intact family before their 18
th
 birthday, those who grew up in a non-intact or 
disrupted familystructure significantly perceived lower levels of family resources (both tangible 
and intangible) (H1)  and higher levels of perceived stress (H2).  
 
Hypothesis 3 (H3) tested whether the perceived stress and level of family resources would affect 
materialism directly. The result showed that only the intangible (such as love and emotional 
support) family resources significantly affected (negatively) materialism. Stress‟ significant 
influence on materialism was moderate, because it was at the 95% confidence level, as opposed 
to intangible resources that affected materialism at the 99% confidence level. 
 
Hypothesis 4 (H4) proposed that perceived tangible (food, clothing and pocket money) family 
resources would positively relate to the conservative (security and budget) money attitudes; 
while perceived intangible family resources would negatively relate to the symbolic (status, 
achievement, worry) money attitudes. No significant relationship was found between tangible 
family resources and the conservative money attitudes. Even though a negative relationship was 
found between perceived intangible family resources and all of the symbolic money attitudes 
dimensions, the relationship between intangible family resources and the achievement money-
attitude dimension was not significant.  
 
Hypothesis 5(H5) tested the relationship between perceived stress and the symbolic money 
attitudes. The positive and significant result showed that subjects who perceived childhood 
disruptive family events as stressful would be more likely to develop all of thesymbolic (status, 
achievement, worry) money attitudes later in life. 
 
Hypothesis 6 (H6) assessed the moderating effect of money-attitude dimensions on the perceived 
family resources – materialism and the perceived stress-materialism relationships.The results 
revealed that only the achievement and worry-money attitude dimensions moderated the family 
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resources-materialism relationship. For the stress-materialism relationship, only the worry-
money-attitude dimension had a moderating effect.  
 
The subjects, who therefore, perceived that their childhood family resources had been inadequate 
or low, would more likely become materialistic only when they hold an achievement and a 
worry-money attitude, and those who perceived stress would become materialistic only when 
they held a worry-money attitude. 
 
Hypothesis 7 (H7) proposed that the three materialistic values of success, centrality and 
happiness would have a positive relationship with the symbolic (status, achievement and worry) 
money-attitude dimensions and a negative relationship with the conservative-money attitude 
(security and budget) dimensions. A positive relationship was found between the three 
materialistic values and all of the symbolic money-attitude dimensions. However, that between 
centrality materialism and the worry-money attitude was not significant.  
 
The result also showed that a negative and significant relationship existed only between the 
budget-money attitude dimension and all of the materialistic values of success, centrality and 
happiness. 
 
Hypothesis 8 (H8) tested whether there was a significant difference in materialism between 
subjects raised in non-intact and intact family structures.  No significant difference was found. 
But when the difference in the materialistic dimensions was tested, subjects raised in non-intact 
family structures scored significantly higher in the happiness dimension of materialism. 
 
Hypothesis 9 (H9) tested the difference in the money-attitude dimensions between subjects raised 
in non-intact and intact family structures.  The results revealed that subjects raised in non-intact 
family structures scored significantly higher in the worry money-attitude dimension. 
 
Hypothesis 10 (H10) proposed that the money-attitude dimensions would moderate the 
relationship between childhood family structure and materialism. The result showed that none of 
the five money-attitude dimensions has a moderating effect on the childhood family structure- 
materialism relationship. See Figure 8.1 for a summary of the results.  
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Figure 8.1: Hypotheses Results in the Conceptual Model of this Study 
Antecedents    Processes    Outcomes 
Childhood Family Experiences 
 
 
 
 
 
 
 
 
 
 
 
Source: Researcher‟s own model 
FA stands for fully accepted 
PA is partly accepted 
NA is not accepted.  
 
 
Figure 8.1 indicates that out of the ten hypotheses tested in this study, four were fully accepted, 
four were partially accepted and two were not accepted.  
 
8.3 Conclusions 
The conclusions are based on how much the two main research problems encapsulated from this 
study‟s conceptual model were answered by the empirical results, and on how the results relate 
to other researchers‟ findings. 
 
Childhood Family 
Structure: 
Intact two-parent family 
before 18th birthday 
 
Non-intact family before 18th 
birthday due to disruptive 
events like divorce, separation 
Perceived level of Childhood 
Family Resources: 
 
Tangible resources 
- Pocket money 
- Food 
- Clothing 
Intangible resources 
- Time and attention 
- Discipline 
- Life skills and instruction 
- Emotional support & love 
- Role modelling & guidance 
 
Perceived Stress of 
Childhood Disruptive Events: 
- An abrupt drop in family 
income,  
- Arguments between parents, - 
- move (s) to different place of 
residence with only one parent 
-Diminishing love & emotional 
support from parents 
- Expectation to contribute to 
family income 
 
Moderating Variable: 
Symbolic Money 
Attitude Dimensions: 
 
Affective attitudes 
- Status 
- Achievement 
-Worry 
Conservative attitudes 
- Security 
- Budget 
 
 
Dependent Variable: 
Young Adulthood 
Materialistic Values: 
- Happiness 
- Centrality 
- Success 
 
 
H1 - FA 
H2 -FA 
H4 -
PA 
H6 -PA 
H3 -
FA 
H10 
NA 
H5 
-FA 
H8NA 
H7 - PA 
H9 - PA 
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8.3.1 Conclusions on research problem one 
The first research problem was based on whether Generation Y subjects who were raised in 
disrupted families in South Africa would experience lower levels of family resources and 
whether they would find the disrupted family events stressful. If so, would these experiences 
influence them to adopt conservative or behavioural (security and budget) money attitudes to 
become less materialistic, or would they symbolically (status, worry and achievement) value 
money and become more materialistic later in life?  
 
This research problem, in essence, requires the evaluation of how two of the life-course 
theoretical perspectives (family resources and stress) selected for this study explain money 
attitudes and materialistic values. 
 
The empirical results obtained from this study provide evidence to conclude that the sample of 
Generation Y South Africans who were raised in disrupted families received relatively lower 
levels of both tangible and intangible family resources. They also perceived higher levels of 
stress from the disruptive family events than did their intact family counterparts. When the 
intangible family resources are perceived as inadequate (they decrease) the conservative (budget 
and security) money attitudes also decreased (a positive relationship), while the symbolic money 
attitudes of status and worry increased (a negative relationship). Materialism, in this instance, 
was valued as source of happiness.   
 
Rindfleisch et al. (1997) also found that inadequacy of intangible family resources has a bearing 
on subjects‟ reliance on only the happiness dimension of materialism. 
 
When tangible resources are, however, perceived to be decreasing, none of the conservative 
money attitudes are significantly affected, only the symbolic money attitude of worry emerged to 
affect all of the materialistic values of centrality, success and happiness. This finding somehow 
challenges Rindfleisch et al.‟s (1997) declaration that “it is the diminution of interpersonal 
resources such as love and affection, rather than the economic resources that links family 
disruption and materialism” (p. 321).  
 
It can be seen from this study that tangible resources (food, clothing and pocket money) also 
account for the link between family disruption and materialism. 
 174 
 
Subjects‟ perceived stress level had a positive and significant impact on all of the symbolic 
(status, worry and achievement) dimensions, but had no significant impact on any of the 
conservative money-attitude dimensions. The perceived stress significantly and positively 
impacted on the success and happiness dimensions of materialism. These findings suggest that 
when the disruptive family events are perceived as stressful, subjects become anxious about their 
money matters; they then see money as a source of achievement and power, and value material 
possessions as an indicator of success and a source of happiness. These findings can be 
summarized, as presented in Figure 8.2. 
 
Figure 8.2: Summary of research problem one findings  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
It can be concluded from the results in Figure 8.2, that the family resource (or human capital) 
and stress perspectives of the life-course study have important implications for how individuals 
develop money attitudes and become materialistic. This conclusion is in line with other 
researchers‟ viewpoints. Hill et al. (2001), for example, see human capital decline (in terms of a 
decrease in family resources like food, clothing and emotional support) and stress from family 
disruptions, as aspects that weaken emotional security and a sense of self-worth. Chang and 
Arkin (2002) found that when people feel insure and doubt their self-worth, they become 
Higher level of stress 
was perceived 
Lower tangible resources was 
perceived 
Only materialistic value of happiness 
increased 
Lower intangible resources was 
perceived 
Only materialistic values 
of success and happiness 
increased 
All materialistic values of success, 
centrality and happiness increased 
All symbolic money 
attitudes of status, worry 
and achievement 
increased 
All conservative money attitudes 
decreased and symbolic money 
attitudes of status and worry 
increased 
Only Worry Money Attitude was 
affected (increased) 
Generation Y South Africans raised in 
disrupted or non-intact families 
experienced the following as compared 
to their intact families‟ counterparts 
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materialistic. These people cling to material possessions, because these objects have symbolic 
meanings, project prestige and can communicate a more positive self-concept to others (Chaplin 
&Roedder-John, 2007). 
 
8.3.2 Conclusions on research problem two 
The second research problem addressed the moderating role money attitudes could have on how 
childhood family experiences affect materialism. Even though Mitchell and Mickel (1999) 
asserted that money attitudes are always active in the background of most behavioural intentions 
and action, this study has proved that money attitudes‟ activity in the background can be 
effective in some, but not in all situations. While the achievement and worry-money attitudes 
moderated the family resources-materialism relationship, and worry-money attitude moderated 
the stress-materialism relationship, none of the money-attitude dimensions had any moderating 
effect on the family structure-materialism relationship.  
 
This means that irrespective of their various money attitudes, Generation Y South Africans‟ 
family structure did not significantly affect their materialistic tendencies. Could there be other 
intervening variables at play here? Could it be that subjects have high self-esteem, or that their 
religious belief system, rather than an attachment to material possessions, could soothe the pain 
of growing up in a disrupted family? 
 
8.4 Answers to the research questions of this study 
A summary of answers gathered for this study‟s research questions is outlined in Table 8.1. 
 
Table 8.1 Summary of answers to the research questions of this study 
Research questions (R) Answers obtained 
R1 = What are the 
demographic and 
psychographic characteristics 
of Generation Y that make 
this consumer segment 
important for this study? 
 
Table 2.2of Chapter Two provides a summary of the demographic and 
psychographic characteristics making Generation Y important for this study and for 
marketers. 
R2 = What are the meanings, 
dimensions and reported 
predictors and consequences 
of materialism? 
Richins and Rudmin (1994:218) provide economists‟ definitions, and Flouri 
(1999:708) sociologists‟ definitions of materialism. Whereas Belk (1985) sees 
materialism as a personality trait, Richins and Dawson (1992) regard materialism as 
a value. Following bothauthors‟ agreement that materialism is the importance 
attached to material possessions, this study defined materialistsas “consumers who 
place material possessions and acquisition at the centre of their lives, value 
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Research questions (R) Answers obtained 
possessions as a means of achieving happiness, and use possessions as indicators 
of success and status”. Thus there were three (centrality, happiness and success) 
dimensions of materialism used in this study.  
 
The predictors and consequences of materialism reported by various researchers are 
summarised in Figure 3.1 proposed model of materialism provided in Chapter 
Three. 
R3 = What has been reported 
about people‟s beliefs and 
attitudes toward money? 
 
In addition to the economic (rational) view of money (money viewed primarily as a 
medium of exchange) a number of emotional and attitudinal meanings of money 
often held by people were found. 
 
Apart from Tang (1992, 1993), who described the ethical meanings people ascribe 
to money such as good, evil, achievement, respect, budget, and freedom, most 
researchers report people‟s beliefs and attitudes towards money in the light 
ofYamauchi and Templer‟s (1982) money-attitude scale (MAS) and Furnham‟s 
(1984) money beliefs and behaviour scale (MBBS). 
 
According to the MAS, the attitudes that people hold towards money are prestige, 
retention, quality, anxiety and distrust. MBBS is a suggestion that there are six 
(obsession, retention, power, security, inadequate and effort) beliefs and behaviours 
to money. 
 
Rose and Orr (2007) provide a marketing view about money by suggesting that 
people‟s motivation and attitudes towards money are status, achievement, worry, 
security and budget. 
 
Conclusively, the attitudes towards money can be grouped into symbolic and 
conservative attitudes. 
R4 = How useful is the life 
course approach in 
understanding materialism? 
 
The life-course approach in studying behaviour is considered as “one of the most 
important achievements in social science in the second half of the 20
th
 century” 
(Benmoyal-Bouzaglo & Moschis, 2009:49), because its theories provide a blueprint 
with which many hypotheses can be developed, tested and theories advanced in the 
area of consumer behaviour. 
 
While various social science, consumer psychological theories provide postulations 
of how materialistic values can develop, their explanations according to Moschis 
(2007) are simplistic, especially as they ignore the impact which early-life or 
childhood experiences can have on later-life consumption orientations.  
 
A life course study does not only consider the impact of childhood experiences, it 
also assesses the critical or sensitive periods, the effects of the intensity, duration, 
or frequency of exposure to these experiences on later behaviours. These 
considerations, Moschis (2007) contends, are the merits of the life course approach 
in understanding consumption orientations like materialism. 
 
R5 = Looking at the prevalent 
family structure in South 
Africa, can Generation Y 
South Africans be 
materialistic?  
 
Bruce (2006) and Philippe (2006) report that most South Africans including 
Generation Y have been raised in non-intact (single-parent) or disrupted family 
structure. Hill et al. (2001) assert that the outcomes of this family structure may be 
stress, inadequate family resources (economic and emotional) and low self-esteem. 
Burroughs and Rindfleisch (1997), Chang and Arkin (2002) and Rindfleisch et al. 
(1997) see these outcomes as predictors of materialism. 
 
Generally, Generation Y South Africans surveyed perceived that family resources 
received during childhood was adequate, and childhood stress from family 
 177 
 
Research questions (R) Answers obtained 
disruptions had less impact on them. They therefore reported low levels of 
materialism.  
R6 = If Generation Y South 
Africans are materialistic, can 
this be explained by their 
money attitudes, childhood 
family experiences of 
inadequate family resources 
and perceived stress from the 
family disruptions? 
The results showed that materialism had positive relationship with the symbolic 
(status, worry and achievement) money attitudes and a negative relationship with 
the conservative (especially budget) money attitudes. 
 
While Generation Y South Africans‟ childhood family structure had no impact on 
their materialism, intangible family resources had a negative and significant, and 
stress a positive and significant relationship with materialism. 
R7 = Will Generation Y 
South Africans exhibit some 
or all of the reported 
dimensions of money 
attitudes? 
 
Generation Y South Africans exhibited all of the five (status, achievement, worry, 
budget and security) money attitudes Rose and Orr (2007) found with their U.S 
sample. While status and worry money attitudes were prominent in the U.S.A., 
security and budget money attitudes were highly rated by Generation Y South 
Africans as their prominent attitudes toward money. 
R8= Is there a moderating 
effect of money attitudes on 
the relationship between 
childhood family experiences 
and materialistic values? 
Yes there is but not for all of the money attitude dimensions.  
 
8.5 Recommendations for further studies 
Even though a significant difference in perceived family resources and stress was found between 
subjects raised in non-intact and intact families, the difference in materialism as a whole was not 
significant. More so, none of the five money-attitude dimensions could moderate the childhood 
family structure-materialism relationship. Further research is needed to investigate whether 
religious beliefs, levels of education or income-earning prospects could be the intervening 
variables. Lamb et al. (2008), for example, claim that increasing numbers of South Africans are 
turning to religious beliefs for a sense of security.  
 
La Barbera and Gurhan (1997) hold the opinion that religiosity can mitigate the effects of stress 
and other negative experiences, and can provide emotional stability and life satisfaction. These 
beliefs may prevent materialistic tendencies. Apart from this possibility, this study sampled 
University-aged Generation Y, who could have been more confident and have a better sense of 
self-worth.  
 
A replication of this study with a more diverse (such as non-university subjects, older Generation 
Y) sample of Generation Y South Africans may project a different picture. 
 
 178 
 
This study can also be replicated to investigate or compare how childhood family experiences 
affect the development of Generation X (born between 1965 and 1976) money attitudes and 
materialism. This could be interesting, considering the fact that Generation X South Africans 
experienced more of the economic and social inequalities in their formative years (during 
apartheid) than did Generation Y South Africans. Even more so, most Generation X should be 
working and earning incomes than is the case with Generation Y. 
 
With higher incomes, they may be more likely to develop materialistic tendencies. 
 
Researchers (like Rindfleisch, et al., 1997; Roberts et al., 2003 and 2006; Benmoyal-Bouzaglo & 
Moschis, 2010) who applied the perspectives of the life-course theory to model the family 
structure- materialism relationship have mostly sampled subjects from developed countries 
where socio-economic status (SES) is relatively higher. The SES, Rindfleisch et al.‟s (1997) 
report, somehow accentuates the negative impacts of family disruptions on children and young 
adults. To therefore get the true picture of how family disruptions affect consumption 
orientations, consumer researchers  should start turning their attention to developing countries, 
where SES are relatively lower and young adults are more at-risk of experiencing a decline in 
both tangible and intangible family resources.  
 
Nguyen, Moschis and Shannon (2009), for example, found that childhood family disruptions 
influenced later materialism in only lower social class young adults in Thailand. It would be 
therefore important to conduct further research on how levels of SES moderate the degree to 
which childhood disruptive events affect later materialism – in South Africa and other African 
countries. 
 
Apart from the SES differences in responding to family disruptions, children in developing 
countries face a myriad of other disruptive family events (such as having and caring for a relative 
with HIV Aids, heading a home as a child, contributing to family income at a very young age, 
growing up in a home with someone who either gambles, abuses drugs or alcohol) which may lead 
to greater stress, self-esteem problems and a stronger temptation to compensate with material 
objects.  
 
 179 
 
These events create alternative family structures, which Rindfleisch et al. (1997) regret have 
received scant attention from consumer researchers. Instead of the simplistic “intact” and “non-
intact” family structure distinction made in this study and most studies, Hill et al. (2001:277) 
divided family structures into five categories: (i)the „two-parent family‟; (ii) the „mother-only 
family‟; (iii) the „mother-with-stepfather family‟; (iv) the „mother-with-grandparent(s) family‟; 
and (v) „other living arrangements‟, which may consist essentially of a child living with father 
only, relatives other than parents or grandparents and non-relatives. 
 
According to Hill et al. (2001), the family structure in II and IV above appears to be that with the 
greatest detrimental consequences for children, particularly if experienced during adolescence. 
This is because women, with whom most children live when there is parental separation, earn 
much less than men (Rindfleisch et al., 1997). These experiences, Hill et al. (2001) predict, can 
weaken emotional security and self-esteem.  
 
Further research is needed to test empirically the extent to which these two („mother-only family‟ 
and „mother-with-grandparent(s) family‟) disruptive family structures can affect self-esteem, 
especially in the life-course model of materialism.  
 
A replication of this study can also be conducted using qualitative methods. Qualitative 
interviews can dig deeper into some truths on how childhood family disruptions affect not only 
money attitudes and materialism, but also, other consumer behaviours. 
 
8.6 Contributions of the study 
More negative than positive consequences have been reported from the lifestyles of materialists 
(Burroughs & Rindfleisch, 1997). For example, increasing levels of materialism in societies have 
been blamed for increased consumer and credit card debt, shrinking saving rates, increased 
numbers of consumers filing for bankruptcy, lower levels of life satisfaction and the depletion of 
natural resources (Roberts et al., 2006). The attempts to explain materialism at a given point in 
time in isolation of the events one has experienced in early-life or childhood is, according to 
Moschis (2007), a shortcoming in consumer research. He therefore advocated that consumer 
behaviour, such as materialism, be studied as a function of past-life experiences using the life-
course approach.  
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As a contribution to overcome the shortcoming in understanding materialism, this study used the 
life-course approach to develop a conceptual model that delineates how childhood family 
structures can lead to some socio-psychological processes – to affect not only materialistic 
values, but also money attitudes in later life. Since a life-course study requires the use of multi-
theoretical perspectives (normative, stress, human capital) to understand the impact of a person‟s 
earlier-life experiences on later-life consumer behaviour, its application in this study 
demonstrates how other researchers can employ multi-disciplinary and multi-theoretical 
viewpoints to understand various aspects of consumption behaviours. 
 
In addition to the empirical uncovering of how childhood family structure, perceived childhood 
family resources and stress, affect later-life money attitudes and materialistic values of 
Generation Y South Africans, one of the findings of this study, that is outstanding, is the 
sample‟s high rating on the conservative or behavioural money attitudes of security (M =4.3) and 
budget (M =3.5) as their prominent views on money. This is remarkable; since it suggests that 
the subjects would spend money cautiously and would save for future security.  
 
Consumer Interest Authorities and banks would welcome this finding because the tendency to 
save for the future can be harnessed. Practically however, it could have serious implications for 
retailers and other companies who would have to provide value-for-money to capture and retain 
this large and lucrative consumer segment. 
 
The prominence of a conservative money attitude reported here of Generation Y South Africans 
is not uncommon. Kimberly (2010: 29) also found that Generation Y Americans “research their 
purchase decisions, and are more interested in saving money,” because they have so much 
access to the Internet and other sources of information on products and various price offerings. 
Even with a qualitative study, Noble et al. (2009) found that the majority of Generation Y 
Americans interviewed search the Internet for the lowest price or value-for-money. When they 
find such bargains, they feel a sense of accomplishment. 
 
While Kimberly (2010) is interpreting the Generation Y adopted culture of thrift from the recent 
recession, Noble et al. (2009) suspect that this attitude emanates from most Generation Y 
experiences in single-parent and single-income families. According to Wolburg and 
Pokrywczynski (2001), Generation Y does not only have to contribute to family finances at a 
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very early age, but they also have to cope in a weak job market. Irrespective of the forces behind 
Generation Y consumers‟ likelihood of developing conservative money attitudes, Kimberly 
(2010) in America, and Simpson (2011) in South Africa, predict that the culture of thrift may 
become a permanent phenomenon.  
 
To take advantage of the size of Generation Y consumers and their love for shopping, marketers 
would have to find innovative ways of cutting costs, remaining efficient and providing value-for-
money.  
 
8.7 Limitations of the study 
This study‟s first limitation is the survey of only the University-aged (18-25) Generation Y South 
Africans, rather than the entire age range of 17-34 of Generation Y. As mentioned, the level of 
education and future income earning prospects of University-aged subjects may cause them to 
have higher levels of self-esteem and sense of self-worth, to the extent that these mitigate the 
impact of their childhood family experiences on money attitudes and materialistic values.  
 
Nevertheless, University-aged Generation Y represents a huge potential for retailers. They are 
one of the most coveted consumer segments and are trendsetters (Wolburg & Pokrywczynski, 
2001). Seen as the leading future consumers, University-aged Generation Y have been used for 
consumer-related research for over 40 years (Rugimbana, 2007). They are also seen as being 
more vulnerable to stressful family experiences (Benmoyal-Bouzaglo & Moschis, 2009), 
especially as they are in the stage of uncertainty (Piacentini & Mailer, 2004). These qualities 
rendered them appropriate for this study. 
 
A life-course study provides various theoretical perspectives to understand different aspects of 
consumer behaviour. In addition to other influential life-course concepts, such as SES levels, 
peer socialization and various family communication environments (like socio-oriented and 
concept-oriented) which could have been also employed to understand materialism, this study 
focused on only the family resources and stress perspectives. Even though Hill et al. (2001) 
contend that these two perspectives are the most influential, useful insights could have been 
gotten, from the other life-course perspectives, on how money attitudes and materialistic values 
develop. 
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The timing of the data collection for this study could have an impact on the results. Data were 
collected in 2010, when the consequences of the economic recession were fresh in people‟s 
minds. This may have particularly affected respondents‟ rating of their money attitudes and their 
neutrality on whether they were materialistic or not. Simpson (2011), for example, summarized 
industry experts‟ analyses of the emerging consumer attitudes and behaviours from the 2008-
2010 economic recessions.  
 
He reports that the sharp downturn in the South African economy, after a sustained period of 
strong growth, is putting socio-economic pressures on South African consumers. As many as 
69% of South African consumers surveyed said they have become more cautious with their 
spending than they were before. A total of 55% claimed that they now compare prices and 
options before making purchase decisions, and would rather shop in less expensive stores than 
previously. 
 
When considering the impact of this study‟s variables on money attitudes and materialistic 
values, therefore, the possible intervening impact of the recession at the time the data were being 
collected should possibly be considered.  
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APPENDIX A 
 
 
 
 
 
 
 
 
Unit for Applied Management Sciences 
Summerstrand South Campus 
Port Elizabeth, South Africa 
Tel. +27 (0)41 5042875   Fax. +27 (0)41 5832644 
Date: 18 October 2010 
Dear Sir/Madam 
RESEARCH TOPIC: MONEY ATTITUDES AND MATERIALISM AMONG 
GENERATION Y SOUTH AFRICANS: A LIFE COURSE STUDY 
 
I‟m conducting research for my PhD on the above mentioned topic and will greatly appreciate 
your cooperation. The aim of the research is to use the life course approach to examine money 
attitudes and materialism among Generation Y South Africans, and to also assess the moderating 
role of money attitudes on the relationship between childhood family experiences and 
materialism. 
 
You are kindly requested to answer a number of questions as honestly as possible. The views 
you express shall be treated with the utmost level of confidentiality. Please note that no 
individual views will be analysed, but rather the views of all respondents as a group. Also note 
that there are no correct or incorrect answers. 
 
It is important that you are aware of the fact that the ethical integrity of the study has been 
approved by the Research Ethics Committee (Human) of the university. The REC-H consists of a 
group of independent experts that has the responsibility to ensure that the rights and welfare of 
participants in research are protected and that studies are conducted in an ethical manner.  
Studies cannot be conducted without REC-H‟s approval.  Queries with regard to your rights as a 
research subject can be directed to the Research Ethics Committee (Human), Department of 
Research Capacity Development, PO Box 77000, Nelson Mandela Metropolitan University, Port 
Elizabeth, 6031. 
The Ethics approval number is: H 2010 BUS BMa 16 
 
• PO Box 77000 • Nelson MandelaMetropolitanUniversity 
• Port Elizabeth • 6031 • South Africa 
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If you do partake, you have the right to withdraw at any given time, during the study without 
penalty or loss of benefits.  Although your identity will at all times remain confidential, the 
results of the research study may be presented at scientific conferences or in specialist 
publications.  
 
I am offering three surprise prizes to students completing the survey. To be eligible for the prizes 
you need to complete the survey. At the end of the survey click on submit questionnaire; you will 
be given another link to paste into your browser.  This will take you to a separate page from the 
survey (to preserve anonymity of survey) where you need to provide your name and contact 
details for the draw.Please click on the Link below to complete the online survey.If the link 
doesn‟t work just copy and paste the following into your browser: 
http://websurvey.nmmu.ac.za/q.asp?sid=287&k=lnjhbsiypg 
 
Please do not hesitate to contact either of my PhD promoters should you have any questions 
regarding the study and the nature of the data analysis.  
 
Yours sincerely, 
 
Mrs Helen Duh (University of the Western Cape) 
Researcher 
Email: hduh@uwc.ac.za 
 
Prof Miemie Struwig (Nelson Mandela Metropolitan University, South Africa) 
Promoter 
Email: miemie.struwig@nmmu.ac.za 
 
Prof Noxolo Mazibuko (Nelson Mandela Metropolitan University, South Africa) 
Co-promoter 
Email: Noxolo.mazibuko@nmmu.ac.za 
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APPENDIX B: 
 
QUESTIONNAIRE 
 
INSTRUCTIONS 
 
Please read each question carefully. 
Please complete the whole questionnaire. 
PLEASE NOTE:  This questionnaire will not be analysed on an individual basis – it is therefore important 
that you provide honest answers. 
 
SECTION A - BIOGRAPHICAL DETAILS 
 
PLEASE INDICATE YOUR RESPONSE BY TICKING THE APPROPRIATE NUMBER. 
 
1.  Gender     
Male 1 
Female 2 
 
2.  Age 
< 18 years  1  20 - 24 years 3  30+ years 5 
18 - 20 Years 2 24 - 30 years 4  
 
3.  Marital status 
Never married 1  Separated/Divorced   4 
Not married but living with partner 2 Remarried 5 
First married 
  
3 Widowed 6 
 
4.  Do you think that religion influence the decisions you make in life? 
Yes 1 
No 2 
Not applicable 3 
 
5.  Home Language 
Afrikaans 1  
 
Zulu 4 
English 2 Other 5 
Xhosa 3 
 
6. Up until your 18
th
 birthday, who provided the income of your household? 
Self 1  father only 3  Grand parents 5 
Mother only 2 Mother and father 4 Other relative 6 
 
 
7. Up until your 18
th
 birthday, did you live with both your biological mother and father?  
Yes 1 
No 2 
 
8. In your opinion, how financially well-off was your household when you were growing up (till your 18
th
 
birthday) 
Very well-off 1  Not so well-off 3 
Somewhat well-off 
  
2 
Not well-off at all 
4 
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SECTION B:  CHILDHOOD FAMILY EXPERIENCES 
 
PLEASE INDICATE YOUR RESPONSE BY CIRCLING THE APPROPRIATE NUMBER  
 
How would you evaluate the total support (quality and quantity) provided by your family while you were 
growing up?  For each of the following areas circle the one number to show the degree that your family’s 
support was adequate or inadequate in that area. 
 
 Statement Inadequate    Exceptional 
  Support    Support 
1.1 Pocket money 1 2 3 4 5 
1.2 Food 1 2 3 4 5 
1.3 Clothing 1 2 3 4 5 
1.4 Time and attention 1 2 3 4 5 
1.5 Discipline (rules and regulations) 1 2 3 4 5 
1.6 Life skills and instruction 1 2 3 4 5 
1.7 Emotional support and love 1 2 3 4 5 
1.8 Role modelling and guidance 1 2 3 4 5 
 
For each of the following you experienced when you were between the ages of 12 and 18, circle the number to 
show the extent to which each statement impacted your life around the time(s) it happened.  Circle 1, “No 
Impact At All” if you didn’t experience it between the ages of 12 and 18.  
 
  
Statement 
No Impact  
At 
All 
 
Not Too 
Much 
Impact 
 
Some 
Impact 
Pretty 
Much 
Impact 
 
Very 
Much 
Impact 
 
2.1 Did not live in the same home with both 
biological parents. 
1 2 3 4 5 
2.2 Serious difficulties coping in school. 1 2 3 4 5 
2.3 A major, abrupt drop in your family‟s 
financial status. 
1 2 3 4 
5 
2.4 
 
 
2.5 
Frequent or lengthy time periods in which 
one or both parents were absent. 
Diminishing love and emotional support 
from parents 
1 2 3 4 
 
5 
2.6 The loss (other than death) or separation of 
family members or loved ones. 
1 2 3 4 
 
5 
2.7 Move(s) to a different place of residence 
with only one parent. 
1 2 3 4 
 
5 
2.8 Physical abuse by parents or other family 
members. 
1 2 3 4 
 
5 
2.9 Arguments between parents or other family 
members (including self). 
1 2 3 4 
5 
2.10 Encounters with juvenile (youth) 
authorities and police. 
1 2 3 4 
5 
2.11 Caring for a relative with HIV Aids. 1 2 3 4 5 
2.12 Having a relative with HIV Aids. 1 2 3 4 5 
2.13 
2.14 
Was the household head. 
The need for me to contribute to family 
income 
1 2 3 4 
5 
2.15 Growing up in a home with someone taking 1 2 3 4 5 
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Statement 
No Impact  
At 
All 
 
Not Too 
Much 
Impact 
 
Some 
Impact 
Pretty 
Much 
Impact 
 
Very 
Much 
Impact 
 
drugs. 
2.16 Experience problems in starting a new 
circle of friends. 
1 2 3 4 
5 
2.17 Growing up in a home with someone who 
gambles. 
1 2 3 4 
5 
2.18 Growing up in a home with someone 
abusing alcohol. 
1 2 3 4 
5 
 
SECTION C:  MONEY ATTITUDES 
 
PLEASE INDICATE YOUR RESPONSE BY CIRCLING THE APPROPRIATE NUMBER (1 = Strongly 
disagree; 2 = Tend to disagree; 3 = Neutral; 4 = Tend to agree and 5 = Strongly agree 
  
Statement 
Strongly 
disagree 
Tend to 
disagree 
Neutral 
Tend to 
agree 
Strongly 
agree 
1 I must admit that I purchase things 
because I know they will impress others. 
 
1 
 
2 
 
3 
 
4 
 
5 
 
2 
I sometimes buy things that I do not need 
or want in order to impress people. 
1 2 3 4 
 
 
5 
 
3 I own nice things in order to impress 
others. 
1 2 3 4 
 
5 
4 I sometimes “buy” friendship by being 
very generous with those I want to like 
me. 
1 2 3 4 
 
5 
 
5 Money is a symbol of success. 
1 2 3 4 
 
5 
6 I value money very highly as a sign of 
success. 
1 2 3 4 
 
5 
7 A high income is an indicator of 
competence. 
1 2 3 4 
 
5 
 
8 Money represents one‟s achievement. 
1 2 3 4 
 
5 
9 I believe that the amount of money that a 
person earns is closely related to his/her 
ability. 
1 2 3 4 
 
5 
10 Saving money gives me a sense of 
security. 
1 2 3 4 
5 
11 It is very important to me to save money 
for the future. 
1 2 3 4 
5 
12 Doing financial planning for the future 
provides me a sense of security. 
1 2 3 4 5 
13 I prefer to save money because I am never 
sure when things will collapse and I will 
need the cash. 
1 2 3 4 
 
5 
14 It is very important to me to save enough 
to provide well for my family in the 
future. 
1 2 3 4 
 
5 
15 I worry a lot about money. 1 2 3 4 5 
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16 I worry about not being able to make ends 
meet. 
1 2 3 4 
5 
17 I worry about losing all my savings. 1 2 3 4 5 
18 The amount of money I save is never 
quite enough. 
1 2 3 4 5 
19 I budget my money very well. 1 2 3 4 5 
20 I spend my money wisely. 1 2 3 4 5 
21 I spend my money very carefully. 1 2 3 4 5 
22 I am proud of my ability to save money. 1 2 3 4 5 
23 I believe in being careful in how I spend 
my money. 
1 2 3 4 
 
5 
24 I pay more for some things because I 
know I have to get the best. 
1 2 3 4 5 
 
SECTION D:  MATERIALISM 
 
PLEASE INDICATE YOUR RESPONSE BY CIRCLING THE APPROPRIATE NUMBER (1 = Strongly 
disagree; 2 = Tend to disagree; 3 = Neutral; 4 = Tend to agree and 5 = Strongly agree 
  
Statement 
Strongly 
disagree 
Tend to 
disagree 
Neutral 
Tend to 
agree 
Strongly 
agree 
1 I admire people who own expensive homes, 
cars, and clothes. 
1 2 3 4 5 
2 Some of the most important achievements in 
life include acquiring material possessions. 
1 2 3 4 
5 
3 I don‟t place much emphasis on the amount 
of material objects that people own as a sign 
of success. 
1 2 3 4 
5 
4 I usually buy only the things I need. 1 2 3 4 5 
5 I try to keep my life simple, as far as 
possessions are concerned. 
1 2 3 4 
5 
6 The things I own aren‟t all that important to 
me. 
1 2 3 4 
5 
7 I often spending money on things that I 
don‟t really need  
1 2 3 4 
5 
8 I have the things I really need to enjoy life. 1 2 3 4 5 
9 My life would be better if I owned certain 
things I don‟t have. 
1 2 3 4 5 
10 I wouldn‟t be any happier if I owned nicer 
things. 
1 2 3 4 
5 
 
 
THANK YOU FOR YOUR KIND COOPERATION 
 
 
 
 
 
 
 
 
 
 
 
